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KOUG h Proofs 


The Army has a campaign going 
» sign up recruits “to help finish 
e job.” Apparently it isn’t too 
asy in the military field to get 
epeat orders. 
A, ee 

The Psychological Corporation 
id the ANA a great many people 
on’t know what socialism is. 
fayve they think it is realized 
nly when the girl finally says 
es. 


is reeled 
y you will 
he clouds 
- Business 


Ilywood’s 


aw 

A lot of new advertising agen- 
ies are getting started, and so 
A may expect to be swamped 
vith requests for copies of that 
eport which tells how to hang 
n to at least a small portion of 
he 15%. 


nake Ho 
. people; 


can sense 


ome. Peo 
, ee a 

“Nobody knows Chicago like a 

hicagoan,” comments Hearst Ad- 

ertising Service. But if you 

eally want to know New York, 

onsult some of the visiting butter 


America 


ople wit 


families: nd egg men. 
. 
uying andi™ Reading the reports of how the 
hssociated Press finally elected 


ome new members in accordance 
ith the terms of the Supreme 
ourt decision suggests that the 
itual is still somewhat unlike 
warding a Phi Beta Kappa key. 
oo 

The tremendous sales of the 
hew Reynolds ball-point pen seem 
0 indicate that even the best of 
dvertising may not always be 
uficient to stave off technological 
bsolescence. 


nic coinci 
tho make 
made the 
1e newspa 


tho count! 


— — a 
The alcoholic industry is adver- 
sing to dispensers of spirituous, 
inous and malt liquors the de- 
irability of not selling to cus- 
pmers who are already intoxi- 
ated. What’s the system—do they 
Omsk them to say, “Methodist 
Smepiscopal’’? 


7 ee 


The advertisements saying that 
oast-to-coast sleeper service 
hould be provided won’t be ap- 
roved by the Hollywood stars, 
whose between-trains publicity in 
hicago is one of the recognized 
moluments of the trade. 
> = 


Civilian Production Administra- 
ion has a lot of figures inherited 
tom the WPB which it would 
ike to put in the hands of inter- 
sted business men. Better step 
i) quick—nothing is so stale as 
} dead statistic. 
a To 


AA’s Ad-Libber commented on 
€ fact that only a few responded 
® that blind ad of a company 
eeking an advertising agency. 
the boys probably asked them- 
elves, “What’s the catch?” 


— oe 


Its favorite material is being 
tromoted by the National Cotton 
Ouncil as a style fabric in Har- 
per's Bazaar, Mademoiselle and 
Ogue, 

Maybe they’ll have to call it 
ueen Cotton, too. 
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nketed 
Citizen- 


— <ee. 

Lat week Navy was talking 

FOOL. ~its plans to bottle up Glenn 

Dav The trouble with that 
ss tat-gy may have turned out to 

e ti at the bottle wasn’t quite big 

fXouzh for Doc Blanchard and 

Shor y McWilliams too. 


Copy Cus. 


Delicious NUCOA 
is now POINT-FREE! 


Mucoe is the famous spreed tor bread 
thet hes served America to well during these 


Ioutl love Nari 
NEWS TIE-UP—Timed to appear on 
the heels of OPA's announcement of 
the end of rationing, Best Foods, Inc., 
placed this one-time Nucoa ad in 137 
newspapers through Benton & Bowles, 

New York. (Story on Page 8.) 
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Banks Map New 
Postwar Drives 
in Local Dailies 


Hot Springs, Va., Nov. 29.—Em- 
phasis will be placed on the re- 
turn to newspapers as their lead- 
ing advertising medium as soon 
as paper restrictions are lifted, 
bank advertising directors de- 
clared this week at the 30th an- 
nual convention of the Financial 
Advertisers Association, held at 
The Homestead here. 

With the Victory loan concluded 
in December, U. S. banks will 
shift their advertising appeal in 
local dailies to specific bank serv- 
ices and consumer credit, the ad 
chiefs said. During the past four 
and a half years, they pointed out, 
the nation’s banks have _ con- 
tributed heavily to the promotion 
of the eight war bond drives 
through their newspaper adver- 
tising columns. 

It was also pointed out in the 
clinics held during the week-long 
convention that in cases where 
banks are in the excess profits 
brackets, advertising budgets are 
going to be more carefully scru- 
tinized by the banks’ manage- 
ments. 


No Boost in Radio Seen 


Radio, which has been used 
more extensively by banks dur- 
ing the past four and a half years, 
will continue to be employed, but 

(Continued on Page 75) 


Romance in Jobs.. 


See ‘You Ought to 
Know,’ Page 51. Other 
features: 


Ad-libbing 12 
Admen Coming Back. 60 
Editorials . 12 
Getting Personal . 36 
Information for Advertisers. 12 
In Washington . 38 


Obituaries 76 
Photographic Review 79 
Private Lines .... 73 
Rough Proofs . 1 
Voice of the Advertiser. 42 


U. S. Ad Budget for Year 
Likely to Top $10,000,000 


General Motors 
Cancels $7,000,000 
in Advertising 


Plans After April | 
Undecided; All Major 
Media Are Involved 


Detroit, Nov. 28—With the 
biggest industrial strike in his- 
tory entering its second week today 
—and discouragingly few symp- 
toms pointing to any early agree- 
ment by General Motors Corpora- 
tion and the CIO United Automo- 
bile Workers on tue basic issues 
at stake—ADVERTISING AGE learned 
from top sources in the company 
that all struck divisions have 
canceled all cancelable advertising 
originally scheduled from the 
present to, and including, March, 
1946. 

The company’s position in tak- 
ing this drastic action advertising- 
wise was stated in simple terms: 
General Motors auto divisions 
have nothing to sell until a re- 
sumption of production is in 

(Continued on Page 77) 


U. S. Newspapers 
Will Aid Those 
Sans Newsprint 


New York, Nov. 28.—The news- 
papers of the United States will 
see that “no newspaper suspends 
publication for lack of newsprint 
after government control on con- 
sumption ends on Dec. 31,” rep- 
resentatives of regional and state 
newspaper associations decided 
unanimously at a meeting here 
today. 

The conference approved in 
principle a plan adopted by New 
England newspapers, which would 
make available up to 3% of the 
newspaper newsprint consump- 
tion of that area in 1946 to aid 
newspapers there which may find 
themselves without any news- 
print supply. It resolved that 
“this group carry the recommen- 
dation to their . . . associations 
for further action,” and report 
back to the American Newspaper 
Publishers Association here, by 
Dec. 20 or earlier. 


No ‘Absolute Equity’ 


The resolution was offered by 
F. Ward Just, Inland Daily Press 
Association, and seconded by G. L. 
Schonlau, president of the Min- 

(Continued on Page 73) 


Last Minute News Flashes 
Nash Breaks Announcement Copy Dec. 13 or 14 


Detroit, Nov. 30.— Announcement copy on the new Nash auto- 
mobiles is expected to break in a list of more than 900 newspapers 
on Dec. 13 or 14 if distribution and production run according to 


schedule. 


is the agency. 


Company policy is to start advertising when each dealer 
has two cars, one “600”? and one Ambassador. 
zine schedule and radio plans will tie in. 


The present maga- 
Geyer, Cornell & Newell 


United Drug to Launch ‘SEP’ Page Series 

Los Angeles, Nov. 30.—In addition to cooperative advertising with 
stores, United Drug Company will run a 13-insertion full page cam- 
paign in four colors in The Saturday Evening Post beginning in Jan- 


uary. 


N. W. Ayer & Son is the agency. 


Schutter Offers Waring in $10,000 Xmas Show 

Chicago, Nov. 30.—Schutter Candy Company has signed through 
its agency, Schwimmer & Scott, to sponsor Fred Waring and his 
Pennsylvanians in a Christmas Day show on 149 NBC stations, 10- 
10:30 am., CST. The show will cost an estimated $10,000, and will 
promote Old Nick and Bit-O-Honey candy bars. 


Farnsworth Puts Receivers Under Fair Trade 

Fort Wayne, Ind., Nov. 30.—Resale price maintenance moved into 
the major electric appliance field today with announcement by Farns- 
worth division, Farnsworth Television & Radio Corporation, that dis- 
tributors in fair trade states are being organized to operate under 


fair trade laws. 
nounced. 


A rigid, selective dealer plan has also been an- 


Colgate Starts Hand Cream Promotion 
New York, Nov. 30.—Colgate-Palmolive-Peet Company, Jersey City, 
will launch a 600-line introductory newspaper campaign in the Middle 


West for Colgate liquid hand cream, a new product. 


Spot radio will 


also be used and the campaign will be expanded with distribution. 
Present plans call for larger cities only. Sherman and Marquette, New 


York, is the agency. 


William H. Wise May Sponsor La Guardia 
New York, Nov. 30.—William H. Wise & Co., New York publisher, 
was reported as the prospective sponsor of Mayor Fiorella H. La Guar- 


dia on American Broadcasting Company as AA went to press. 


Al- 


though the contract is not yet signed, the program will probably begin 
Jan. 6, Sunday, 9:30-9:45 p.m. EST. Agency placing Wise’s radio is 


Huber, Hoge and Sons, New York. 


(Additional News Flashes on Page 6) 


RFC Asks $5,400,000; 
Recruiting Drives Will 
Swell 1945-46 Total 


Washington, Nov. 29.—Uncle 
Sam emerged as a _ better-than- 
$10,000,000 client for paid adver- 
tising for the fiscal year ending 
June 30, 1946, with publication 
this week of an RFC surplus prop- 
erty budget calling for $5,400,000 
in contracted advertising for sur- 
plus capital goods. 

Just how much more than $10,- 
000,000 government advertising 
will run, and how long this ac- 
tivity will continue, cannot be de-~ 
termined, but there is every rea- 
son to believe that $10,000,000 is 
a minimum figure, and June 30, 
1946, will merely signal the end 
of one spending period, and the 
start of a new one. 


Two Main Purposes 


The money is devoted to two 
special purposes—sale of surplus 
property, and recruiting volun- 
teers for the armed forces. The 
first campaign will be going full 
blast for at least 18 more months; 
the second will continue until 
Congress decides what to do about 
the Army and Navy. 

Less than half of the $32 bil- 
lion of surplus property that will 
be available during this fiscal 
year will be out of the way by 
June 30, 1946, Surplus Property 
Administrator W. Stuart Syming- 
ton estimates, and it is agreed 
that the difficult selling period, 
requiring far more advertising, 
will come in those later days when 
markets are not so hungry. 


Navy Action Undecided 


In the recruiting picture, the 
War Department has already set 
aside nearly $4,000,000 for an im- 


Curtiss-Wright 
Appoints Adams; 
Slashes Budget 


New York, Nov. 29.—With sharp 
cancelations on military orders, 
Curtiss-Wright Corporation will 
reduce its advertising expendi- 
tures from about $1,500,000 in 
1945 to $500,000 in 1946, AA has 
been informed. 

Effective Jan. 1, all the corpo- 
ration’s advertising will be placed 
through Burke Dowling Adams, 
Inc., Montclair, N. J., and will be 
confined primarily to business and 
export papers. 

An institutional campaign in 
magazines and newspapers through 
McCann-Erickson is being discon- 
tinued, as has advertising for the 
airplane division, Buffalo. In the 
past year $200,000 was spent in a 
campaign for Curtiss Commando 
alone, through Landsheft, Inc., 
Buffalo. 

A “Wright Flight Forum” col- 
umn in The New Yorker will be 
continued. The propeller division, 
Caldwell, N. J., and the engine 
division, Woodridge, N. J., will 
run extensive business paper cam- 
paigns through the Adams agency. 
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mediate recruiting drive. It is 
likely that there will be more War 
Department spending before the 
fiscal year is over, and, as yet, 
there has been no word from the 
Navy, which had a_ $2,500,000 
campaign through BBDO just be- 
fore falling back on selective serv- 
ice for the war. 

The War Department campaign, 
using newspapers and local radio, 
involved spending of $3,250,000 
through N. W. Ayer & Son. In 
addition, it provided $80,000 for 
the commanding general of each 
of the nine service commands, 
for use in small newspapers, 
school papers and other local 
media. 

In all, there are seven govern- 
ment agencies selling surplus 
property—RFC (handling 91% of 
it); Maritime Commission, Fed- 
eral Public Housing Agency, Ag- 
riculture, Interior, Federal Works 
Agency and the State Depart- 
ment. The Federal Public Hous- 
ing Agency has placed some an- 
nouncements on the sale of war 
housing projects and has retained 
Campbell-Ewald Company to help 


sea 


sai 
> 
y 


in merchandising temporary war| Even this $5,400,000 figure,; reported more than $185,000,000 


housing structures as substitutes however, obviously will not cover | 
for summer cottages, tourist cabins| all RFC surplus property adver-| 


and other “converted” uses. 


Buskie Reveals Figure 


The $5,400,000 figure for RFC 
was revealed by George F. Buskie, 
director of the RFC Office of Sur- 
plus Property, who was asking 
the House appropriations com- 
mittee for the money with which 
to complete this fiscal year. The 


committee knows that RFC will! 


be back in the spring with figures 
for the period July 1, 1946-June 
30, 1947. 

While Mr. Buskie did not elabo- 
rate on this estimate, it was as- 
sumed that the $5,400,000 figure 
covered all kinds of promotion— 
direct mail, showroom displays 
and other sales aids, as well as 
other major advertising media. 

The RFC advertising budget had 
previously been estimated in this 
neighborhood in the discussions 
of individuals familiar with the 
situation, but release of the Buskie 
testimony represented the first 
official report on the figure. 


tising, for RFC has assumed re- 


sponsibility for the sale of sur-| 


plus consumer goods since the 
budget was prepared last 
mer and fall. 


The Commerce Department, 


which formerly handled consumer | 
an | 


goods, had never retained 
agency for the entire account, but 
nevertheless made a considerable 
start toward using business papers 
and newspapers at the time of 
the consolidation. Commerce ad- 
vertising in September alone has 
been estimated at $200,000. 
RFC advertising for 


& Ross, has already involved large 
scale use of newspapers and busi- 
ness papers. Under the present 
budget, each of these media may 
get well over $2,000,000 during 
this fiscal year. 


Less Than 1% of Sales 


Total RFC advertising expendi- 
tures to date have been less than 
1% of sales, the agency having 


sum- | 


in sales. A second important con- 
sideration raised by the Buskie 
statement is the probability that 
surplus property advertising will 
| be tremendously intensified in the 
next seven months. During the 
five months of this fiscal year 
already completed, total spending 
has hardly exceeded $1,000,000. 

Direct selling expenses, includ- 
|ing advertising and sales, wili 
|represent less than half the cost 
|of handling surplus property, Mr. 
|Symington demonstrated to the 
committee. 

In explaining his request for 
$230,000,000 for the sales agencies, 


capital}; Mr. Symington pointed out that 
goods, handled by Fuller & Smith | 


52% of the money went to care 
and handling. From his charts 
it appeared that approximately 
27% went to “sales” and perhaps 
6% to “advertising.” 


Won’t Set Actual Figure 


Since Mr. Symington refused 
|to estimate the actual amount of 
|advertising that the sales agen- 
cies will be using, Mr. Buskie’s 
partial figure provided the only 


HERE IS 
A BOOKLET* 


worth looking over. For it tells the story 
briefly and convincingly of El Farma- 
ceutico’s established editorial leadership 


in Latin America. 


Just as these professional Latin Amer- 


ican magazines depend upon El Farma- 
ceutico for outstanding editorial contribu- 


tions, so too do the Latin American paid 
subscriber readers — the pharmacies, 
manufacturers, hospitals and laboratories 
—of El Farmaceutico look to this maga- 
zine for their most useful monthly service 
of information on current professional 
and commercial practices. 


. < F ease py 

‘Pvghe, reogni 

we ot & Fama nem 
tee 


*Free copy will be 
sent on request. 


NOTE — Effective with the January 1946 
—22nd Annual Review Issue of El 
Farmaceutico, the monthly circulation of 


this magazine will be increased to 10,000 


copies. 


Business PuBLisHERS INTERNATIONAL CorPORATION 


[Affiliated with McGrav-Hill Publishing Co.,Inc., and Chilton Co. (inc.)] 


is 


clue to actual spending. 

Of the $32.6 billion in 
that will become available 
this fiscal year, Mr. Symingto, 
said, timing and other considers. 
tions will permit disposition 4, 
only about $15 billion. After go. 
ducting the aircraft that must bp 
scrapped, there will actual! be 
about $5.4 billion of  assorteg 
goods sold for a gross receipt of 
$2.5 billion. 

Mr. Symington warned 
“the surplus disposer is no 
keeper behind a counter, offering 
neatly arranged articles Lich 
have explicit labels, known value, 
and stable price ranges. 


Quick Action Necessary 


“He must take what is declare, 
surplus, regardless of time, cop. 
dition or quantity. He must jp. 
spect, label and price within , 
very limited time, and under diff. 
cult conditions. He has no con- 
trol over what he sells, or whey 
he gets it.” 

Much of the $32.6 billion avajj- 
able this year will be declare, 
too late to figure in sales before 
June 30, he explained. Of the $19 
billion in plant and equipment. 
RFC will probably be able to sel] 
$700 million and lease $2.8 bil- 
lion. 

He questioned whether more 
than $122 million of $10.7 billion 
in aircraft and parts could be 
sold in original form. Two of $3 
billion in consumer goods should 
move, he estimated, and $1.2 bil- 
lion of $4 billion in capital and 
producers goods, machine tools, 
radio tubes, lumber, minerals, 
cork, stone, lighting fixtures, stee| 
and iron, etc. 


. Urplus 
uring 


that 
tonal 


Management and Labor 


Agree—on Coffee 


Management and _ labor 
agreed on the _ desirability 
maintaining the _ war-launched 
practice of in-plant feeding and 
coffee service, Fact Finders, Inc. 
and John E. Graham Market Re- 
search Agency have found in a 
survey of 173 plants in 47 cities in 
this country, for the Pan-American 
Coffee Bureau. 

Of the plant managers _inter- 
viewed, 96.3% plan to continue 
or expand in-plant employe feed- 
ing. Seventy-five per cent of union 
officials interviewed favored in- 
plant feeding and coffee service 
on the job. 


are 


¢ 
Ul 


Bryan to Head Papers 


David T. Bryan, publisher of 
the Times-Dispatch and News- 
Leader, Richmond, Va., has been 
elected president and treasurer o! 
Richmond Newspapers, Inc., and 
a member of the board of direc- 
tors, succeeding the late J. St 
George Bryan. J. D. Wise, acting 
publisher during Mr. Bryans 
service with the Navy, was elected 
vice-president and assistant treas- 
urer. 


Good Paper Continues to Be Scarce. 
Use with Care! 
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GIVES ITS IMPRESSIONS 


"Y) stitutiona 


Wharket 


; ] HE ADVERTISING agency 


executive whose picture appears at the right is Albert 
W. Humm, Vice President and Manager of the Utility 
and Home Appliance Division of Hixson - O'Donnell 
Advertising, Inc., of New York. With his background 
of thirty years devoted to the promotion of institu- 
tional equipment and supplies, Mr. Humm is widely 


recognized as an authority on the institutional market. 


"With its vast purchasing power approximating that 
of ten million American families," says Mr. Humm, 
"the institutional market is gigantic in scope and one 
which must be given top consideration for every client 
whose products include food service equipment, food 
supplies, maintenance materials or any of the many 


other items so vital to successful institutional operation. 


"To meet present day conditions and survive and 
thrive in the highly competitive peace time market 
most institutions are faced with the necessity of re- 
modeling, refurnishing and re-equipping; some on a 
minor basis, many on a broad scale. To save labor, to 
increase efficiency of operation, to expand feeding 
and housing facilities, these improvements are impera- 
tive. We find that institutions generally are fully con- 
scious of this vital need and a great majority ihave 
already taken definite steps in this direction. We 
understand that many more will follow suit just as soon 


as the necessary materials and ample manpower are 
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available for the purpose. Thus, a market that has tre- 
mendous possibilities in a normal period gives promise 


of reaching unlimited size in the postwar era. 


"In our considered opinion the institutional field 
offers manufacturers one of the largest and livest 
markets available to them today. It is a market of 
special importance to manufacturers who desire big 
volume sales through the big volume consumer... a 
remarkably responsive market that can be reached in 
its entirety on a lower cost basis than any field we 


know of." 


Because of his long and close association with this 
field, Mr. Humm's impressions of the institutional mar- 
ket are of vital significance to manufacturers of all 


types of institutional equipment and supplies, and to 
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Albert W. Humm, Vice President and Manager of the Utility and Home Appliance Division 
of Hixson-O’Donnell Advertising, Inc., New York Advertising Agency. 


@ HOTELS @ INDUSTRIAL CAFETERIAS 
@ HOSPITALS @ COLLEGES 
@ SCHOOLS @ RAILWAY SYSTEMS 


@ RESTAURANTS 
@ PUBLIC INSTITUTIONS @ PUBLIC BUILDINGS 
@ YMCA's and YWCA's @ OTHER INSTITUTIONS 


As wartime mass-feeding and mass-housing projects are discontinued the 
circulation now devoted to this coverage will be devoted to clubs, office 
buildings and foreign institutions. 


the advertising agencies responsible for their market- 


ing programs. 


The field which Mr. Humm describes as ‘gigantic in 
scope" is a ten billion dollar market served, in all its 
phases, only through INSTITUTIONS Magazine. The 
only publication devoted to the common interests of 
all types of institutions . . . the only publication reach- 
ing all related divisions of the institutional field .. . 
INSTITUTIONS Magazine offers manufacturers their 
most direct, most effective, most economical approach 
to this ten billion dollar market. For details write to 
INSTITUTIONS Magazine, 1900 Prairie Ave., Chicago 


16, Illinois, or 


Consult Your Advertising Agency 


Your BIG Market of BIG Consumers 


: Each month INSTITUTIONS Magazine reaches the following big consumers 
——= . _ ras ° } which make up the Institutional Market: 
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Discontent Moves 
‘Carnation’ Show 


to Gay White Way 


Chicago, Nov. 29.—This city 
may never become capital of the 
United Nations, but as the spring- 
board of talent it ranks first, a 
distinction that what’s left of Chi- 
cago’s radio circle would just as 
leave eschew. 

The latest moth to fly from the 
Windy City is the “Carnation 
Contented” program. Contented 
for 14 years to broadcast its fam- 
ily-type music from WMAQ for 
the NBC show heard Mondays, 
10-11 p.m., CST, the program will 
originate from NBC studios in 
Radio City beginning Jan. 7, 1946. 
It will have the same time slot, 
but a new musical show, with 
guest stars, will be substituted 
then. In addition, Carnation will 
start a five times a week daytime 
show in April. 

Erwin, Wasey & Co., Chicago, 
is the agency. 


a 
iS 


Continental Can Company, New 
York, on Dec. 8 will start calling 
its Saturday program heard on 
CBS at 10:15 p.m. EST, the “Con- 
tinental Celebrity Club” show, in- 
stead of “Report to the Nation,” 
its title throughout the war years. 
After Jan. 1 the sponsor will also 
take over production of the show, 
which will undergo format 
changes. Agency is BBDO, New 
York. 

Drops ‘Counterspy’ 

Pharma-Craft Corporation, Chi- 
cago, is discontinuing ‘“Counter- 
spy” for Fresh deodorant Dec. 19. 
The program is heard on the 
American Broadcasting Company, 
Wednesday, 10-10:30 p.m., EST. 
Young & Rubicam, New York, is 
the agency. 


P&G Shifts CBS Shows 


Procter & Gamble Company, 
Cincinnati, through Compton Ad- 
vertising, New York, has shifted 
several of its Monday through Fri- 
day daytime programs on CBS, 
changing products promoted at 
the same time. “Meet Mary Mac- 
Donald” for Crisco leaves the 1:30- 


1:45 p.m., EST, period, with 
“Young Dr. Malone” moving into 
that spot from 1:45-2 p.m., EST, 
and shifting from Duz to Crisco. 
“Road of Life,” currently on NBC, 
moves to the 1:45 p.m. time on 
CBS to promote Duz. 


FTC Warns Against Ads 


for Army, Navy Goods 


The FTC reminded Endicott- 
Johnson Company, Endicott, N. Y., 
in a stipulation last week that it 
must not offer reject Army and 
Navy shoes without stating “in 
equally conspicuous type” that 
the products do not comply with 
military specifications. 

Latest in a rapidly growing 
volume of FTC actions to police 
surplus property advertising, the 
Endicott-Johnson stipulation also 
warned that products must not 
be designated as Army or Navy 
unless they were in fact regula- 
tion Army and Navy merchandise. 


Gardner Names Volz 
George A. Volz has joined Gard- 

ner Advertising Company, St. 

Louis, as account executive. 


Advertising Age, December 3 1945 


Steel Institute 
Extends Series 
as Strike Looms 


New York, Nov. 29.—American 
Iron & Steel Institute, which re- 
cently broke its long cooperative 
silence to run an insertion in 
several hundred newspapers and 
to start a metwork series on 
American Broadcasting Company 
hitting wage demands of the CIO 
United Steelworkers of America, 
has lengthened both efforts into 
somewhat of a campaign. 

Two newspaper ads have ap- 
peared to date and, AA was told, 
there may be more, “depending on 
how the situation develops.” The 
newspaper series runs in all 
major cities, with special empha- 
sis on steel towns. 

The institute took an option for 
13 once-a-week programs on the 
American network, but is paying 
on a one-show-at-a-time basis, 
unless and until all 13 have been 
performed. Thus far there have 


A novelty among sister-teams.. Judy and Jen are 
sisters. This devoted pair have won a deep place 
in the affections of audiences in the WOWO 
Tri-State area, by their daily broadcasts and 
frequent personal appearances. 


These versatile sisters are equally at home in 


ballads, popular 


songs, folk-songs, and hymns. 


Their popularity is evidenced by the heavy 
volume of their request-mail. They defer to the 
audience and take unusual pains to sing the 


WESTINGHOUSE RADIO STATIONS Inc 


ud f 


64 


OOSTER SONGBIRDS 


songs requested.. an accommodation which en- 
dears them to their large and loyal following. 


Two Judy and Jen programs are heard daily.. at 
7:30 in the morning, and at 2:15 in the after- 
noon. They are currently available for sponsor- 
ship on either period.. ideally timed to reach the 
housewife. You will find their complete story in 
the WOWO Cradle of the Stars Audition Library. 
You may hear them at the NBC Spot Sales office 


nearest you. 


WBZ -» 


WBZA > 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


KEX «+ KYW °* 


KDKA * 
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THERE ARE NO “HIDDEN” 
STEEL PROFITS 


REBUTTAL—American Iron & Stee! |p. 
stitute, New York, refutes the charge 
of “hidden profits" in this newspape, 
ad explaining why the industry cannot 
afford the wage increase demanded by 
the United Steelworkers of America— 
ClO. The copy was placed by BBDO, 


been three shows, on Nov. 13, 29 
and 27. Three more are scheduled 
for Dec. 4, 11 and 17. 

The ad program is supervised 
by a public relations committee 
headed by Edward L. Ryerson, 
chairman of the board, Inland 
Steel Company, and an advisory 
committee on public relations, of 
which J. C. McDonald, assistant 
to the president, United State; 
Steel Corporation, is chairman, 
Batten, Barton, Durstine & Os- 
born is the agency. 

Individual steel companies, ex- 
cept Republic, are expected to let 
the institute tell their “wage 
story” in advertising. 


REPUBLIC STEEL AD 
FIGHTS WAGE DEMANDS 
Cleveland, Nov. 29.—Republic 
Steel Corporation this week ran 
an insertion in 40 newspapers in 
cities and towns where it oper- 
ates plants or mines to “inform 
the public concerning the no 
strike pledge in our contract with 
the CIO union,” said Chester W 
Ruth, advertising director. 
Detroit and Washington, D. C, 
papers also are scheduled. Fur- 
ther insertions will depend on 
whether a strike is called. 


Packaging Machinery 
Scarcity Predicted 


Automatic and semi-automatic 
packaging machinery, for which 
a backlog as high as 400% of pre- 
war demand exists, will continue 
to be in scarce supply for the 
coming year, according to a forum 
of leading machinery manulac- 
turers at the annual meeting | 
the Packaging Institute last week 
in New York. 

Walter Wilcox, of S. D. Warren 
Company, Boston, said that ‘man 
manufacturers and buyers have 
new slant on what can be done 
with paper” as a result of the wal 
and cited use of paper for pack- 
aging frozen foods and _ potat 
bags applying the wet-strengt 
principles. He also. said ‘ha 
changing of many mills to spe- 
cialty papers used in packaging 
will make a greater supply avuil- 
able for the industry. 


Arndt Moves Offices 


John Falkner Arndt & 0. 
Philadelphia, on Dec. 1 movec 
new quarters at 123 S. Broad 5%! 
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DR. IRVING LANGMUIR 


Nobel prize winner and associ- 
ate director of the General Elec- 
tric Laboratories. Speaking at 
the recent Congressional hear- 
ings on Science Bills, Dr. Lang- 
muir said: “The atomic bomb 
puts upon the proposed scien- 
tific legislation an emphasis and 
urgency of a new degree... 
it is vitally necessary to control 
atomic energy for the benefit 
of all mankind.” 


‘America needs a national 
research foundation 


—DR. IRVING LANGMUIR 


HE LIKES PEOPLE 


about people. 


2 


—reads the magazines 


HE LIKES BOOKS 


— reads books, book 
reviews, the literary 


magazines. 


KE LIKES MACHINES 


—has a knack for mechanics and mathemat- 


ics. His is a scientific quotient . . 
form of an “I.Q.” 


SCIENCE Monthly. 


NEW YORK -e 


ae ee” 
He reads POPULAR 


...A NEWS-PICTURE MONTHLY FOR SCIENCE AND INDUSTRY 


CHICAGO 


CLEVELAND - 


Peace emphasizes need of speeding scientific 
research—a program POPULAR SCIENCE Monthly 
has pioneered since 1872. 


THE WAR proved how much America depends 
upon her scientists, inventors, engineers and 
their technically-minded associates. 


PopuLaR ScieENCE Monthly agrees with the 
committee of the office of Scientific Research 
and Development who recommended to the 
President that a National Research Founda- 
tion be established. 


For 73 years, this magazine has been the spear- 
head by which scientific ideas have been given 
popular appeal. Atom splitting, UHF radio 
(radar), jet propulsion and the other dis- 
coveries are familiar reading to the PoPULAR 
SCIENCE know-how man. 


Whether. named Ford, Sloan, or Sarnoff . . . 
or plain Bill Jones or Jim Smith, the know- 
how men are the vital ingredient in American 
life. Some are presidents of corporations, some 
are engineers, some are foremen, mechanics 
. . . but they are all builders! One and all, 
known and unknown, they are the men who 
do things. 


POPULAR SciENCE Monthly reaches men with 
this “spark,” this state of mind that craves in- 
formation on things mechanical. 


Founded 1872 + 73rd year 


DETROIT - 


ATLANTA -« 


Today, more than 700,000 of these pacemakers 
look to PopuLaR ScieNcE Monthly to keep 
informed on new scientific deveiopments. 


As a market, these readers with their intensive 
interest in new products are unique because 
they are not only first readers but first buyers. 


Surveys prove conclusively that POPULAR 
SciENCE families top others in ownership of 
all sorts of mechanical products—household, 
automotive, industrial. 


It will pay you to cultivate this first-to-buy 
audience. These men buy, and what’s more, 
they’!I act as a spearhead of influence to win 
new users for products which they approve. 
Figure on the know-how men for that new 
product! They are yours, asa unit, only through 
the pages of PoPULAR SciENCE Monthly. 


SAN FRANCISCO ~- 


LOS ANGELES 
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Advertising Age, December 3. 


Last Minute News Flashes 


1945 


Included were: American Home| The project will be administered | 
Products, Borden, Bristol - Myers, | under the direction of George | 


Radio Allocations 


fo Continue Under 
Ad Council Plan 


New York, Nov. 29.—Continua- 
tion of the radio network alloca- 
tions plan on a revised basis after 
Dec. 8 was announced today by 
the Advertising Council. 

Details of the new setup were 
transmitted to radio advertisers 
throughout the country by a spe- 
cial council committee, compris- 
ing H. W. Roden, vice-president, 
American Home Products Cor- 
poration, chairman; Lee H. Bris- 
tol, vice-president, Bristol-Myers 
Company, and Stuart Peabody, 
advertising director, The Borden 
Company. 

At the same time the council 
disclosed that many prominent 
advertisers have already indicated 
they. will support the revised plan. 


Lever Brothers, Miles Labora- 
tories, Pepsodent, Ralston Purina, 
U. S. Rubber and Wrigley. 


Fewer Spots Requested 

The new plan differs from the 
wartime operation in that the 
number of public service mes- 
sages advertisers will be requested 
to air will be reduced from one 
every fourth week on weekly pro- 
grams to one every sixth week; 
and from one every second week 
on five-a-week and three-a-week 
programs to one every third week. 

Commitments to the plan and 
mechanics of operation will be 
continued as in the past. Every 
advertiser will be completely free 
to reject any suggested assignment, 
or to request a substitute, or to 
request a change of date. Suit- 
able fact sheets will be transmit- 
ted with every letter of assign- 
ment and advertisers will be free 
to give messages in whatever form 
and whatever length they feel is 
appropriate to their Particular 
program. 


Ludlam, formerly director of the| 


OWI radio bureau. 

“Members of the board of di- 
rectors of the Advertising Council, 
both individually and as repre- 
sentatives of their companies, be- 
lieve wholeheartedly that this 
projection of the radio allocation 
plan will prove to be good busi- 
ness for advertisers, will prevent 
a return to the chaotic conditions 
of 1942, and will make a contri- 
bution of incalculable value to the 
present and future welfare both 
of American business and the 
American people,” the announce- 
ment said. 


Stokely Adds Plants 


Stokely-Van Camp, Inc., In- 
dianapolis, has signed a merger 
agreement with Columbus Foods 
Corporation, Columbus, Wis., in- 
volving five canning factories in 
Wisconsin and Indiana, and has 
purchased the Gibson Canning 
Company, Gibson City, Ill. No 
changes in management or oper- 
ating policies are contemplated. 


PRIZE PACKAGE 


There's 


16 million dollars 
hidden in these cans 


Buy more Victory Stamps from your newspaper boy 


Quick, the can-opener—let’s get at that money. 
P 9g y 


It's right here in Philadelphia, the nation’s third largest market. And 
$16,216,000* is what Philadelphians have to spend for canned fruits 
and vegetables—in a normal, average year! 


Big buyers, these Philadelphians—with a total area purchasing power 
of $2,149,036,000t annually. And for guidance in much of their spend- 
ing, they look to ONE NEWSPAPER. 

That ONE NEWSPAPER is read daily by nearly 4 out of every 5 Phila- 
delphia families—has led in this market for 40 consecutive years —now 
has the largest evening circulation in America. 

So we say that for all practical purposes ONE DOES IT in Philadel- 
phia—and that ONE is The Evening Bulletin. 


*Philadelphia Area figure. Bureau of Labor Statistics and others 


tUnited States Census of Distribution. 


In Philadelphia—nearly everybody reads The Bulletin 


House Bloc Kills Funds for Census, Studies 


Washington, Nov. 30.— Funds for a sample census of populat; 
and for consumer income studies were removed from the deficieng, 
bill today, in a House economy bloc revolt that slashed $1,280 (jj 
from the Census Bureau’s request and completely eliminated ,, 
appeal for money to begin reorganization of the Department of Com. 
merce. (Earlier story on Page 68.) 


Peterman to Use Cartoons for Roach Killer 


New York, Nov. 30.—Peterman Laboratories, New York, will us 
nine magazines in a campaign featuring George Price drawings for Pe. 
terman Roach Killer, through Doherty, Clifford & Shenfield. The cam. 
paign will break this month and run through 1946. 


Universal-CIT Names Fuller & Smith & Ross 


New York, Nov. 30.—Universal-CIT Corporation will endeavor \ 
take the play from the banks and other factors entering automobile. 
and household appliance financing with a considerably expanded cam. 
paign next year. Details have not been completed. The account ha; 
been shifted from Doremus & Co. to Fuller & Smith & Ross, New York 


Houlihan Agency Opens Los Angeles Office 

Oakland, Cal., Nov. 30.—Andrew C. Kelly, formerly account ex. 
ecutive with Smith & Drum, Los Angeles, and before that West Coas 
representative for J. Stirling Getchell and western publicity directo; 
for CBS, has joined James Houlihan Advertising Agency as man. 
ager of a new Los Angeles office at 1061 S. Flower St. Lloyd (Speed 
Maddock, well-known newspaper man and broadcaster, has joine; 
the San Francisco and Oakland offices of Houlihan. 


Raleigh Offers 
Chevies as Gifts 
in Bond Contest 


scheduled for repeated insertion; 
of 800 and 600-line ads describing 
the Raleigh contest and prize fo 
the best written answer to ‘“Wh) 
we should all buy Victory bonds 
The winners in the contest, whic! 
began Nov. 9, are announced 
each week on the “Raleigh Room 
over NBC, 8:30 p.m., EST, Wed- 
nesdays; on “Red Skelton’s Scra; 
Book,” NBC, 10:30 p.m., EST, be- 
ginning Tuesday, Dec. 10, and on 
“People Are Funny,’ NBC, Fri- 
days, 9 p.m., EST. The contest 
and the advertising both will con- 
tinue “to an undetermined date. 

Russel M. Seeds Compan) 
Chicago, agency placing the news- 
paper ads, also produces the radi 
shows. 


Louisville, Nov. 29.—In one of 
the first major give-away promo- 
tions of the postwar era, Brown & 
Williamson Tobacco Corporation, 
for Raleigh cigarets, is backing 
up its gift of a Chevrolet-a-day 
with intensive newspaper and 
radio advertising. Pepsodent Di- 
vision’s contest, offering 20 Jeeps 
in a “keep war bonds” drive, ends 
Dec. 1. 

Approximately 100 newspapers 
in all major markets have been 


THE C.E.D. 
was R-I-G-H-T! 


In 1944 the Committee for Economic 
Development made a study of post-war 
employment prospects for the South 
Bend - Mishawaka area. The surve 

covered 82 major plants: 61 in South 


Bend, 21 in Mishawaka. 


It was conservatively calculated that 
post-war employment in the industries 
studied would be 122%, as compared 


with 1940. 


This figure has almost been reached 
already—as South Bend turns to its huge 
job of making — for peace-time 
uses. The “backlogs” of orders mean 
years of work—at full production! 

= * o 


The TRIBUNE is the one and only medium that 
saturates this humming, bustling, prospering 
market. Its circulation, more than 83,000, 
is the largest of any evening newspaper in 
any city in America of up-to-110,000 people! 


a fi 


South #Hend 


— Tribune | 


Newspapers Get Immediate Action 


BROOKS & FINLEY, INC. * NATIONAL REPRESENTAT!V® 
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Meet the GHAMP! 


er percentage of women read each of three women’s clothing 


The 2,156-line Russeks advertisement reproduced above ap- 
peared in The Chicago Sun of January 10, 1943, achieved a 
readership by women of 88% . . . thereby topping an a//-time 
high of 76% readership by women of advertisements in the 
same classification revealed in 91 Continuing Studies of News- 
paper Reading published to date. 

Another Russeks ad of 1,540 lines in The Sun in 1944 
gained a readership of 86% by women; while a third, of 924 
lines in The Sun in 1945, was given a 79% readership . . . both 
percentages again outranking the Continuing Study eli 
high of 76% by a marked margin. 

Individual study of 2,884 ads of all sizes-in the Women’s 
Clothing Store classification was required to reach the all-time 
high readership of 76%—yet for three successive years a Russeks 


ad in The Sun earned an even higher rating ... meaning a high- 


National Representatives: THE BRANHAM COMPANY + CHICAGO: 360 North Michigan Ave. + NEW YORK: 
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store advertisements published in three issues of The Sun than 
read any one of 2,884 similar ads published in 91 contempo- 
rary newspapers. 

Championship form, of course: emphasizing the productive 


job of advertising-selling Russeks is doing . . . illustrating an 


advertising technique that gets Sun insertions looked at, the 


copy read, the merchandise sold. 

And if that isn’t evidence enough of Sun advertising’s 
reader-acceptance .. . note that The Sun carried more full-run* 
Women's Clothing Store advertising in 1943, 1944, and first 


ten months of 1945 than any other Chicago newspaper. 


*Full-run advertising does not include ‘Zone Advertising,’ which reaches only a part of a 


newspaper's circulation at a part of its regular rate 


HE CHICAGO SUN 
400 West Madison Street, Chicago 6, Illinois THE CHIC LA J Jwit 250 Park Avenue, New York 17, N.Y. 


230 Park Ave. « Atlanta + Charlotte + Dallas + Detroit » Kansas City + Las Angeles « Memphis + St. Louts + 
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AP By-law Change 
Admits 4, Opens 


Doors to Radio 


New York, Nov. 28.—Members 
of the Associated Press today 
amended the association’s by-laws 
to eliminate consideration of com- 
petitive factors in voting upon ap- 
plicants for membership, and at 
the same time moved to broaden 
associate memberships to include 


radio stations and other non- 
newspaper enterprises. 
Conforming to the Supreme 


Court decision, members elected 
the Chicago Sun, Post-Inquirer, 
Oakland, Cal., Washington Times- 
Herald and Detroit Times, the lat- 
ter three to regular membership. 
The Chicago Sun became an as- 
sociate member because of ex- 
isting contractual agreements with 
United Press which allows that 
organization to use local news de- 
veloped by the Sun. Associate 
members get the same news serv- 
ice, but have no vote and no voice 


in AP’s internal affairs. 

Directors of AP also asserted 
that they would recommend to 
the annual meeting in April “that 
the membership approve the eli- 
gibility of radio stations as a class 
for associate membership as well 
as those publications receiving a 
report in an exchange of news 
arrangement.” 

A resolution introduced by Col. 
R. R. McCormick of the Chicago 
Tribune, to petition Congress to 
amend the anti-trust laws so that 
no press service would be pro- 
hibited from “exercising its own 
discretion in the selection of cus- 
tomers,” was tabled until the 
April meeting. 


Gets Tanglefoot Account 


W. W. Garrison Company, Chi- 
cago, has been appointed to handle 
the account of the anglefoot 
Company, Grand Rapids, Mich., 
maker of gummed tape, Tree 
Tanglefoot, Difusor bug killing 
machine, Difuso and fly paper. 
Newspapers, radio, magazines, 
trade publications, displays and 
direct mail will be used. 


Riordan Changes Name, 
Adds Three to Staff 


Riordan & Messler, Los Angeles 
advertising agency, has changed 
its name to the John H. Riordan 
Company. John J. Messler, a part- 
ner of the firm for the past year, 
has joined the Leon Livingston 
Advertising Agency, San Fran- 
cisco. Capt. A. C. Boyd Jr. has 
returned to Riordan as account 
executive after five years with 
the Army; Clyde Hendricks, for- 
merly with Botsford, Constantine 
& Gardner, heads the fashion di- 
vision, and James R. Bullock, for- 
merly with Hearst Advertising 
Service, is account executive. 

Riordan has been appointed to 
handle advertising of the B. Har- 
ris Company, maker of Toujenais 
perfumes and Derma Regis hair 
tonic. Pacific Coast radio, news- 
papers and national fashion maga- 
zines will be used on the perfume 
line. 


Joins Four A’s 


Anderson, Davis & Platte; New 
York, has been elected a member 
of the American Association of 
Advertising Agencies. 


Advertising Age, December 3, 194; 


Butter Institute 
Urges Price Lift | 
to Regain Market 


(Picture on Page 1) 

Chicago, Nov. 28.—Urging coop- 
eration of the butter industry in 
what he called its “campaign for 
survival,” E. E. Haskell, retiring 
president of the American Butter 
Institute, at its 37th annual con- 
vention here this week said the 
industry “must change its way of 
thinking.” 

Mr. Haskell advocated the im- 
mediate removal of price ceilings 
on butter before the production 
peak is reached next spring. He 
said the industry is aware that it 
has “a tremendous re-educating 
job to do for a public which was 
not using butter in the war years.” 
He emphasized that the industry 
must regain markets for approxi- 
mately 500,000,000 pounds of but- 
ter that have been going to other 
channels. 

National advertising in behalf 


CURTIS PUBLISHING COMPANY 


LAN 


i 


. 


A NEW National Magazine designed to embrace the wide field of travel, 


recreation and play. HOLIDAY will be a monthly magazine. The first issue 


will be dated March, 1946. It will reach charter subscribers and be sold 


on newsstands on February 20. The single copy price will be 50 cents; 


subscription prices are: 1 year $5; 2 years $8; 3 years $11 (U. S. and 


Canada). As an introductory offer a special Charter Subscription price 


of $4.00 per year (U. S. and Canada) is being offered now. Net paid 


circulation of more than 300,000 copies is anticipated for the first issue. 


A complete organization to represent HOLIDAY has been effected, with 


representatives in each Curtis Advertising Sales Office, where further 


information may be obtained. 


THE CURTIS PUBLISHING COMPANY 


Independence Square - 


Philadelphia 5 


of the industry is conducted jy 
the American Dairy Associatigy 
Chicago, through Campbell - yj, 
thun, Inc. The association 
pects its 1945 ad budget for 
work radio, newspapers 
Magazines to total $1,000,000 
has set a $2,000,000 goal fo 
vertising and other promotion 
next year to step up consumption 
of butter, milk and other dairy 
products. ; 

The National Association 4; 
Margarine Manufacturers, Wash. 
ington, D. C., whose members are 
increasing brand promotion 
their individual products in an ef. 
fort to hold and expand warting 
markets, will disclose its extep. 
sive 1946 advertising and promo. 
tional plans in December. Le 
Burnett Company, Chicago, is jy 
charge of the national account, 

D. K. Howe, executive vice. 
president, Fairmont Creamery 
Company, Omaha, was. elected 
president of the institute to suc. 
ceed Mr. Haskell, who heads Bea. 
trice Creamery Company, Chicago, 


Compton Promotes 
New McGraw-Hill 


Science Magazine 


New York, Nov. 29.—McGravw. 
Hill Publishing Company has ap. 
pointed Compton Advertising t 
handle the introductory promo- 
tion campaign already under way 
for Science Illustrated, first gen- 
eral magazine McGraw-Hill ha: 
published (AA, Nov. 5). 

Spreads in nine business paper: 
are already running for the maga- 
zine, to appear in new format in 
April, 1946. 

Page ads, 1,000 and 1,500-line 
insertions are scheduled once 
weekly in eight newspapers. More 
newspapers will be added prior 
to publication of the first issue, 
said E. Wood Gauss, promotion 
manager. Each of McGraw-Hill’s 
24 industrial business papers will 
run two pages during December 
promoting the new magazine. 


Nine Magazines Aid 
Home ‘Colorcade’ 


A “Colorcade of America, 
comprising nine basic home fur- 
nishings color groups. recentl) 
adopted by more than 200 home 
furnishings manufacturers, will be 
presented to retailers at an ex- 
hibit in the Drake Hotel, Chicago, 
Jan. 7-9, according to Leroy A 
Beers, president of the Institute 
of Carpet Manufacturers of Amer- 
ica, New York. 

Each of the nine basic color 
schemes to be shown will be pre- 
sented by a magazine. Partici- 
pating are American Home, Bet- 
ter Homes & Gardens, Charm, 
Farm Journal, Good Housekeep- 
ing, House & Garden, House Beau- 
tiful, McCall’s and Woman’s Hom 
Companion, 


Distributors to Meet 


Distributor executives and 
wholesale salesmen associated 
with Westinghouse Electric’s «ap- 
pliance division will meet for their 
first convention in four years al 
the company’s Mansfield, O., plent 
Dec. 6-14. Westinghouse will o:' t- 
line its distributor and dea er 
policies as well as introduce ‘1¢ 
company’s full line of applian: es 
and radios. 


Museum Plans Awards 


New York’s Museum of M¢:- 
ern Art will begin next year (0 
present annual awards to the th: ee 
outstanding designs of mass-p)0- 
duced objects in every-day 1 
The annual awards are to be | 
of a three-way program to stim - 
late the creation of better des #! 
in manufactured articles. 


“4 4 


Two Appoint Evans 


Evans Associates, Inc., Chica 2°, 
has been named to handle adv °- 
tising of Continental Scale C:'- 
poration, Chicago, manufacturer 
of Health-O-Meter bathroom 
scales, and Holland Brass Wor<s, 
Chicago, manufacturer of bra 
fixtures and ornaments. 


q ; | | 
Be 2 
r | }__ ee 2 
“d | 
-* ; 
FO F 
ip ? are ' 
a sr | | 
a. | | 
i Pe Te et Ee a 
<> PY C&S , 
Bi ‘Z) RL P- 4 . 
es PAPO =~ EY Free XK a 
: <4 ee: CO ae 
e THE ers 
7 = Ik 
shed ae 4 
* . te ey 
el. Ba : Coe ey yf my, 
* were : ee Sa a ec oe \ ad 
: | 2 — ~~ 72ee 
4 
_ ee 
4 qr SRR EVO DD 
a 
* a 
| 
ee | 
| 
ee | 
" ee 
, | 
; 
ESTER TEN RTS Rey KP EO ES CRRA Re LORE OO A ae 


ember 3. 1945 


conducted py 
y ASSOCiatioy 
Sampbell - yj. 
sociation ey. 
udget for net. 
Wspapers  anj 
$1,000,000 ang 
goal fo ad. 
er promotion 
D CONSUMption 
d other dairy 


ssociation oj 
turers, Wash. 
/ members are 
promotion of 
lucts in an ef. 
pand wartime 
se its exten. 
g and promo. 
cember. Le 
Chicago, is jp 
nal account, 
ecutive vice. 
nt Creamery 
was elected 
titute to suc. 
ho heads Bea. 
pany, Chicago, 


‘omotes 
aw-Hill 


Iigazine 


29.—McGraw- 
pany has ap- 
dvertising t 
ctory promo- 
ly under way 
ed, first gen- 
raw-Hill ha; 
a) P 

Isiness paper; 
for the maga- 
ew format in 


nd 1,500-line 
eduled once 
spapers, More 
added prior 
ie first issue, 
3S, promotion 
{cGraw-Hill’s 
Ss papers will 
ng December 
Magazine. 


; Aid 

le’ 

f America,” 
ic home fur- 
ups recentl) 
an 200 home 
urers, will be 
rs at an ex- 
otel, Chicago, 
to Leroy A 
the Institute 
rers of Amer- 


> basic color 
| will be pre- 
‘ine. Partici- 
. Home, Bet- 
lens, Charm, 
1 Housekeep- 
. House Beau- 
‘oman’s Home 


ieet 
utives and 
1 associated 
Electric’s ap- 
meet for their 
‘our years al 
ield, O., plant 
yuse will o: t- 
and deaier 
introduce ‘1¢ 
of applian:es 


Awards 
um of Mcd- 
next year WW 
is to the th’ ee 
of mass-p’0- 
‘ery-day u< 
ire to be pT 
‘am to stimu- 
better des 2! 
icles. 


rans 


Inc., Chica 
landle adv 
1 Scale C.r- 
manufacturer 
bathroom 
Brass Wor<s, 
er of bra 
nts. 


+ 


ea 


. Read eachTweek's issue 


n cover—to-—cover .. . think 
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War plants hushed... many workers un- 
employed... today Industry’s key men are 
working overtime to get peacetime 
production going. 


Meanwhile Congress considers the full 
employment bill . . . unemployment ‘com- 
pensation . . . minimum wage rates and 
hundreds of other vital problems. Veter- 
ans pour ashore to swell the ranks of 
job seekers. 


IT’S TWILIGHT ON THE HOME FRONT. 


The key executive, accustomed to sud- 
den changes and new regulations, turns 
to the pages of The United States 
News each week for trends and fore- 
casts on national affairs to help him 
chart his course. 


Accustomed over the years to rely on the news of national affairs 
as it is accurately reported, forecast and analyzed in The United 
States News, management men know from its accurate “batting 
average” of 95% that it is THE SOURCE for this important in- 
formation . . . 80% of our subscribers want The United States 


News delivered to their homes where they read it thoroughly — 


from cover-to-cover. 


(200,000 GUARANTEE) 


The Direct Route to 
those who O. K. both 
corporate and family buying 
* 

Daniel W. Ashley 


lice President in Charge of Advertising 
30 Rockefeller Plaza, New York 20, N.Y. 


* 


The only publication of its kind * 
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R, TION stamps are out the window...it’s steak 
on the Avery’s table. Store shelves offer choice as well as 
plenty and Mrs. Avery is already casting her cash-register 
votes for the BRAND LEADERS of 1946! 


The combined eating power, living power, and buying 
power of the millions of wage earner families like the 
Averys make their vote final. Not only do these plain people 
of America determine the brand leaders, they make up the 
only force big enough to buy the output of their own 
employment ...the only power strong enough to bring the 
kind of peace that goes with prosperity. 


Want in? Let TRUE STORY pull up a chair for you. 


TRUE STORY knows their voice, they know ours. It's 
their own. To them, TRUE STORY is a member of the 
family, talking straight, true and directly about their every 
problem. It knows their hopes, feeds their faith, and for 
25 years has used its common touch to entertain, stimulate, 
and inspire its millions of readers to higher things and 
better living. Check your own research files and you'll 


find in TRUE STORY homes, few of the magazines like 


those in your home. TRUE STORY homes are true 
story readers. They accept TRUE STORY as. their 
very own—extend that acceptance across column rules to 
the advertisements. 


Whether editorial, story, or advertising . . . True Story’s 
readers see, read, and HEED! 


_.. DUT make 


gets this 


1. Selection of the better-off, better-living 
wage earner families. 


Only TRUE STORY can give you an inside 
track to these better-than-average wage 
earner families! 


For more than a quarter century, editorial planning. 
direction and research have aimed TRUE STORY 
at the wage earner families on the way up. Does 
True Story get them? 


In pre-war 1940, research* showed True Story 
readers to be 29% better off than average wage 
earners. No wonder they owned 36% more auto- 
mobiles; 15% more electrical appliances; bought 
6% more toilet goods, and 9% more clothing. 


Now, with wage earner spending power far beyond 
that of 1939, make sure your advertising is con- 
centrated among the better-off families who get th: 
lion’s share of every dollar paid in wages. 


* 11 -city, 2000-interview report :"" W ork— By-product of Defense’. 


ee ee ee ee ee Oe ae Oe ee a) eee COS Ore RA Bada ye aT me a (2 ae Se Me = 2 ae 

* fe rg ge z K. oh ; = f aig Bek eet hie... > ss ‘ } iy 
a 
+ 
ti 
pe, } 4 2%, aay 
a Ci oe en Deere 
eS ek, - 4 bl — Bat ali ii 8 
a | ’ Paes y gues ae ‘-. 

: . a - a a 

ee OS | A , Sneg a 
a | 2 a E ene re Ce RRS P ER : 

ee _ _ a 
ees ae ee = ee cee poe sa 2 ee ene 4 
I eee oe Bs ait oe ee 
; : «a ™ —  . ° oa oe ee . See ee ae ee ee ee 
sat | Bia = a Sees .. Stes Sees r oS eae s ~ “a a .. ; J Ee 
a = SEO Re % ae Sete So See. Sa N Ber se BS a ES as ea 
oy ee es: Z Re Boe ee he a . d 3 ee 
Bot Selig? cae: Se cS Pues Cee es ee a eee 
ues ° | Ee os oe ae — : | a 
| any or nace 4 — ee _ ee rs 2 SS a — Sok bai : = ee 
poe tS Sean ra ee Bs Senna Sete ; a B oc 
J car tem — > = a ae ae : = 
mt Pepe 4 a ? Sh ea iets ae as Sea ee ss = is 
_ | ak = ees ae nae oe og . as re xe : = Bae os ae : Sea & ¥4 
| ori A a S Peas a gS a os ce. Pe Ca : i ees. 
z Sa ; es ats aa te EE ae ee Ps ae - ss oe ae ga Re * 
Di we Sa eee res ee - oS ~~ 
i. ee EE”. ll SS CO _ ia >. 
| 52th eee a6 ls Se ee ie”. ~~ 
Des ie a - got i, nee Sse ee RS 3 oo Rae gk ee BSS Re : Se a i : ee an 
oe a, of ee ee ee Mes oe oo ge  — “iy — 
Serer aM ee — eS iil — 
7 7 ote ee Re ie ae : ** se og Re: 8 Ree CS ; F Oe ee: : i a 4 
<d Pies + oe 7 ie A SA a ae 2 ee “Se F of hes Si agit - ae ag 

; og tg ee ak eae ee 52 a ee se . ‘iis ieee eee a. oe 
_ Ee OR Re eM aa ee ae eae ey et : 
ced vo Ps 4 22 © By ie - ae ee ee ee wa 3 BS Se ee oye 2 es Oo ae eee Gl a. Ke ae : 
oer - a Lae _ *, , ¥ ad ea Oo i >) 2 . : 6: _ Pee ae “— ‘ So a ‘ee — — me . ere i es : Se, So ee : Bx 
; i ee ee ee ee ee ee & Sy eae es tae J 
ues ae PS v se * eee ee co Oe I ee _ are "ae - Ye “ia 

7 € - yar Lee i. Me ae fra A 4 * #, #9 Sea eg OR ee oe ee rr 7 ees ree -_— 

as ac BO re a4 * ‘ « Ps . ait 2 : ae ick ea pie See satihs Se i 4 . oe Bi, én 
te ty ene Neg tei ite a's Ofer 8 ee ~~ — ee ial i i 
BOP BA! 6 a 2 ‘op Moe bee 8S ees ‘* a eho ee eee eS Se coe F ; tS ae “ee : 3 eS "meal tenn Ps 

; | co Se eee ry *, *3 eo ge ae ee Ay: eee oo ee RS GS OR ea, “ae — alt ere eee 

4 RSS he ee *,.*, e* et a rr a eer 6 Ree ——_ F pha ill . ill mii: Sr oe we 

me cae ee gf RE ae See — we fo yes Pon. e Eset Se a ae ee 2 ; * s * es ie: 3 a ‘. en ee 

- a ee ger * + 4 * Cee Sh oe ee ce sa — F ees. mo SS a Fs — ee * 5 ae A 
ae fia goes * oe o 9 ** 65? "ee a«.%, ass a a: SORES isaac = Pee 3 sr ce feet * hae i — 
ae > aa wig co ¢ Fy ca i * * ee. Ee S65 * Rs a ae ae 2 . Se “2 eat Te Se Be ee og * ae oe : i. ee 3 ‘ 
. a hae CO ee ’ * + ce A ee eee * e*? = (8 oS Se oe mee Oo re ie : ee * . “S$ 2a (F wae &, ‘ 
| ee ee eet) 0 a Ys oO Pe ee at 

; mas See ae ee eg On es gg ORR a kee Pe RO S aes carer SBR ae ‘a ea eS e ‘ 4 
4 ‘5 — : Pe ee ag ee — —_—— er 0 es a, * ae al 
2 aS | a a Pi pir Sate a ae as 4 ; . ; ar is ' ha i a - i ae 

a i P Sia km Cie ls S “Pg ae b al . F Bo. soa ee ial ee = gaa - — ae - ¥ SS ad . 
| : gg @.% te!) : eS. J Hh) . 2 ip ee '% ae _ e = 
Avail : saa es ee «we YY eee he Re eS ee Beg. oe % a foe gs ae 6 ies a ’ 
' > 2 RS Ce RN aio aaa, oe BS - * ij ae er: e oe 2 phil — fo * . az». 

. oe ote ae es oS ae a OT eM ce, ee ee eis * oe eh) 
Sn | & ‘ ee ok ‘ ar ae ee mae <n ei a a eae S _ ie go ea a if lll SES, ee stg co ae ty ™ S71. on 
i ‘a : cae eas Puke Bie . ne Gh See a . Se a 8 aed ea a : “ ou es, tas Se ee 7 a ore ¥ = 
' — lr | Tee 
iy: eS, oat ae Reo ¢ Bo ae ne ae Be : % : = lan, eet : oe ey a 3 § cig be ke 7 ee ; ee 6 : Pa oe a ps - % . #3 r a 

464 eR ? ee eo ‘ : ee * ee. . : — ‘ 3 ss : ry 4 I , ‘ ee —— 3 ae o£ ee an de <a oe a 

: OS Se ie “2. 8 aa ‘ Z ia 3 A Ce Bee a ot sit ye ee Tegel 2 
oe ae Cc 8 ee Ra os es eae u i : ae / . = a tae 5 a i Be a RE AS a es 

- ee tt ey ee Se te F i ; iain: » os a 
“a a Ran — ste os oe . ee ee aad pst ge RS ae ke: ee Saeed Auth —_— 
ae : oe ot. Sy » ion Se i , Me ie 2 es Oe ee of eae 
a | ot —— ee | eo oa 
oll % eh ae am mee ty ee - ee Be . ; wate ie 
Re ee fs ee gs a ge a" Dee SS ee ; Sstscence : : a ee a : ; ae 
e ‘ > . -2 oe * * ’ = * : ee ; : : S . : “ae ee hg os a ae ey 

* £ * “ » . See eS ae Bae ae is x spac oe ‘ aga 3 x a oe ee % a 4 
is ” = ee ie certs 3 Sa bal inedible POS ig seta: Manto. eC Mathes a ste a cca ee oS RON te MEIN ROR SS SS apo Seca , 

* 

ang 
an 
ape 
ye 
as 
sii 
ane 

Vv 
~ 
- 

= 
’ ee 
a 
= 
j 
y $ 
es 
ae 
Be 
“al 
oa 

ee eS 
-. - ; 2 y ‘ q 


Ke 


‘r-living 


an inside 
ge wage 


planning. 
STOR) 
up. Does 


1e Story 
ge wage 
wre auto- 
; bought 
clothing. 


r beyond 
y is con- 
o get the 


sure your wage earner advertising 
1is | double sales advantage! 


7 


=» Concentration where wage earner payrolls 
are best and buying is brisk. 


True Story automatically ups advertising 
power to match rising retail buying...lowers 
it wherever buying is off. 


Reconversion is creating extra sales opportunities daily. 


True Story “majors” in newsstand distribution. In 
25 years True Story has learned how to take advantage 
of every opportunity to shift copies at the drop of a 
hat to wherever retail buying is on the rise and more 
copies of premium priced True Story can be sold. 


This automatically means that True Story’s advertis- 
ing is also shifted to wherever wage earner retail buying 
power is best. 


\ staff of 27 traveling men, over 2000 field men, work- 
ing through more than 700 wholesalers shifts thousands 
of copies of True Story daily to areas of quickened de- 
mand; city to city, even within city limits. 


How True Story’s circulation parallels retail sales in cities all over the country. 


mums Shows retail sales; 1944 equals 100. 
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—_omm=e Shows True Story's newsstand sales for the same period 
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Here’s how True Story’s circulation paralleled 
August retail sales, up and down, in the high-spot 
cities reported by Sales Management Magazine. 
“BEST-BET SALES CITIES” — True Story’s 
weekly fact sheet on reconversion sales in 184 cities, 
charts retail business conditions week by week, 


True 
tory 


comparing today’s levels with those of last year 
and pre-war 1939, and forecasts retail sales for 
the next four weeks. Airmailed every week from 
New York. Write for free weekly subscription on 
your business letterhead. True Story, 205 Fast 
42nd Street, New York 17, N. Y.. Headquarters 


for Wage Earner Information. 


» 


FOR 25 YEARS 
THE WAGE EARNERS’ FAVORITE MAGAZINE 
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Safety Campaign Offers Unique Test 
of Advertising Method 


ADVERTISING AGE is delighted to 
learn that the National Safety 
Council and the Advertising Coun- 
cil have worked out plans for a 
major campaign on industrial, 
traffic, home and farm safety. The 
Chicago office of Foote, Cone & 
Belding will act as the Advertis- 
ing Council’s volunteer agency on 
the preparation of material for 
this campaign, and the widest pos- 
sible sponsorship will be sought 
among advertisers. 

As we have commented previ- 
ously, no more important or 
worth while contribution to the 
public welfare can be made than 
an integrated and successful cam- 
paign to reduce accidents of all 
kinds. Furthermore, the promotion 
of safety is a subject where the 
methodology and techniques of ad- 
vertising should be peculiarly 
valuable in achieving results. 

The National Safety Council has 
done a magnificent job in the in- 
dustrial field for many years, and 
has been extraordinarily success- 
ful in developing general public- 
ity for traffic and home safety. Yet 
the records of automobile and 
home accidents indicate that the 
safety council’s work cannot be 


called an unqualified success. 

General publicity on the safety 
theme is undoubtedly of great 
value, but it has one important 
failing: by its very nature it can- 
not appeal directly and specifically 
to each individual. It helps to 
create an awareness of the safety 
problem, but all too often it fails 
to press its lesson home to each of 
us as individuals. 

There are no such restraints on 
advertising, and that is why we 
hope that the new campaign will 
make safety an individual, per- 
sonal concern of millions of Ameri- 
cans, instead of a general, nebu- 
lous concept about which “some- 
one ought to do something.” 

The “tough” safety ad which 
Lumbermens Mutual recently 
published in full-page newspaper 
space, and which is_ reported 
elsewhere in this issue, is one in- 
teresting example of the “you” 
approach which advertising can 
put into the safety appeal. We 
hope there will be a good many 
more of such advertisements, and 
we bespeak for the forthcoming 
campaign the willing and eager 
cooperation of advertisers and 
media. 


Moral Resurgence Needed 


The Church of England has ap- 
propriated $4,000,000 for a five- 
year “missionary invasion of the 
modern agencies of propaganda,” 
designed to overcome the “spirit- 
ual anemia” of the British people. 

To many of us that news sounds 
like a “feature story,” like the 
birth of quintuplets or the de- 
velopment of a hexagonal house 
with built-in tennis court. Actu- 
ally, it mirrors the one indispens- 
able need of a world which has 
cast its moorings and is whirling 
ever more feverishly into nowhere. 
“A resurgence of moral values, 
less of a materialistic and more of 
a spiritual approach to all the 
fields of human endeavor—includ- 
ing business and politics—is the 
crying need of civilization. With- 


out a moral code that takes ac- 
count of the dignity of the human | 
spirit, that recognizes the funda- | 
mental wisdom of right and jus-| 
tice, that cheating and | 
places human values and a clear 
conscience above material advan- 
tage and temporary gain, we are 


abhors 


all lost. Whether this means a 
return to ritualistic religion is 
relatively unimportant. What is 
basic is the reactivation of the 
Golden Rule as the standard of 
human conduct. 

“You can’t change human na- 
ture,” say many. But the fact is 
that human nature, or at least hu- 
man standards of conduct, can be 
changed, and very quickly. They 
have changed drastically, in the 
past two of three decades. In the 
struggle between man’s inner urge 
for dignity and human decency, 
and the contemporary version of 
morals which makes the decent 
man a “sucker,” the weight of cur- 
rent opinion has stupefied our 
moral senses to a degree which, on 
analysis, shocks us. We believe 
it is by no means impossible to 
shift the balance so that those con- 
cepts which we call morality or 
religion will again become the ac- 
cepted standards of individual, 
business and political life. 

Certainly, it is worth trying to 
make them so. 


IS A NICE PINK 
TOooTHBRUSH 


ay 


ee 
we 


Naud 

N 

NINN 
it 


\ 


\ 
\ 
\ 


LLL 


THEY COME IN a. LOO ; Wy 
crf 


COLORS. NOW HERE LAA 


QE 


ilies 


WZ 
Map 


—The Timid Soul, by Webster 
New York Herald Tribune 


Spoonerism 

The editors of ADVERTISING AGE 
got quite a going over from some 
of the paid customers (to say 
nothing of some of the non-paying 
guests like Copy Cub), in connec- 
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<r 
FROM 
SORGAN MINEN LUPPLY 


A tong lime ago, before the wecent 
ror fin act, our binens were leauti- 
fully laundered and caintained in 
merfect pondition. 


Everhow, it is not undercult to 
diffistand that due to mabor and 
laterial shortages, shat tame quigh 
hality nould cot me baintained. 


Wut be do tromise phis:—rust as 
papidly as jossible we gill wive the 
hame quigh suality hat thas nade 
the mame Torgan mops in the 
Finen Lupply sield! 


MORGAN LAUNDRY & LINEN SUPPLY 
COAST-TO-COAST 


tion with that backwards head 
they ran on the Drew-Pearson- 
Leaves-Serutan item some weeks 
ago. In fact, they haven’t yet re- 
covered. 

But their form of insanity (with 
or without the s) seems mild in- 
deed compared with this strange 
and wonderful ad of Morgan 
Laundry & Linen Supply, which is 
technically described as a Spoon- 
erism, but which has practically 
given us an aneurism in the decod- 
ing process. 

Just to give you a clue, the first 
sentence is supposed to say: “A 
long time ago, before the recent 
war, in fact, our linens were beau- 
tifully laundered and maintained 
in perfect condition.” 

You can go on from there; and 
let’s hope the idea doesn’t spread. 


Fire from Philly 

Lee Ellmaker, publisher of the 
Philadelphia Daily News, thinks 
there’s too much floss in the ad 
business. A couple of days ago 
his list of advertising prospects got 
a two-page multigraphed letter 
= him, like this: 
| “Every day you receive mag- 
|nificent technicolor Earl Carroll 
| ‘presentations’ extolling the 
tues of this or that 
newspaper, billboard or shirt-tail 
| advertising medium which you are 
| being persuaded to buy. It is much 
| like delivering a dish of corned 


Vir- | 
Magazine, | 


beef and cabbage in the Royal 
Chaise, drawn by six white horses, 
with full complement of footmen. 

“If you have (and take) the time 
to read all this grandiose material, 
when do you have time to make 
up lists, interview space salesmen, 
attend media conferences, decline 
luncheon invitations from men 
you hardly know .. .? 

“The Philadelphia Daily News 
has no desire to swell your con- 
tribution to the waste paper 
drive, clutter your ‘data file’ with 
richly-conceived and executed 
brochures that your frugal con- 
science will not let you throw out 
immediately .., .” And so on. 

Now be honest, Lee—won’t you 
even buy a guy a lunch? 


Everything Is Now Jake 

We’re back to normal again. The 
last of the Thanksgiving turkey 
has finally disappeared in a maze 
of shapeless hash, and the Berk- 
shire Game Farm, which does its 
business from an address on Madi- 
son Ave. in New York, has invited 
us to make someone’s holiday 
gleam and glisten as never before 
by putting in our order for a holi- 
day box of game birds. 

We can have ringneck pheas- 
ants, bob white quail, mallard 
ducks or the rare chukar partridge. 
“This ideal gift,”, Don Spencer, the 
boss, tells us, “carries with your 
hearty Christmas greeting the 
breath of the great outdoors and 
the colorful beauty of nature—a 
brace of game birds resplendent in 
their natural plumage.” 

These are not wild birds. Oh 
no! “They are grown at Berkshire 
Game Farm (in the foothills of the 
Berkshires) especially for the 
table. Every bird is gorged with 
corn and fattening grains in the 
fall to produce meat of the finest 
| texture, quality and taste.” 
| You can get yourself a brace of 
mallards or quail for $6 per brace, 
but the pheasants and partridge 
will run you twice as high. At 
that, the price is certainly a lot 
less than when you blunder around 
}on your own, hoping to hit one in 
|a vital spot with a pea-shooter. 


Jottings 
Things are looking up. South 
|Bend’s Palais Royale Ballroom 


| wound up a recent newspaper ad 
| with a very prominent box say- 
ing: “No bobby sox—please.” ... 

And Charles Bragin of Brook- 
| lyn wants us to renew our youth 
by ordering some of the old thril- 
|lers like Nick Carter, Buffalo Bill 
and Frank Merriwell from him... 
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The following documents may 
be secured without charge from 
companies sponsoring them, or 
through ADVERTISING AGE, by ony 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St, 
Chicago 11, Ill. 


No. 2578. So You Think Yo, 
Know Washington? 


This brochure, issued by Sta- 
tion WTOP, CBS outlet, uses a 
series of headings such as “So 
you think Washington is just the 
District of Columbia”; “So the 
war made a boom city out of 
Washington”; “So Washington’s 
fat payroll is a wartime freak?”, 
and under each one _ provides 
graphs and figures, with their 
sources, to show the real market 
picture of the capital. 


No. 2579. Pittsburgh Transit Sys- 
tem Market. 


Seventh in National Transitads’ 
series of transit system markets 
is this Pittsburgh study, similar in 
format to the others in the series. 
The new book shows, as the others 
have done, that local transit lines 
often serve more communities 
than the central city itself—in 
this case, 97 adjacent communi- 
ties. Maps, population tables, 
sales figures and miscellaneous 
city data provide a_ systematic 
market picture. 


No. 2580. Burley, Bourbon and 
Black Beauties. 


The Herald and Leader, Lex- 
ington, Ky., have issued this folder, 
which discusses the three big fac- 
tors of the Lexington market: 
Burley tobacco, livestock and ag- 
riculture, and distilleries. Fig- 
ures are given for population, 
sales, buying income and coverage 
of the market by newspapers. 


No. 2581. Get in the Spotlight of 
Buying Power. 


This folder, issued by The Katz 
Agency, tells all about the buy- 
ing power of the Salina, Kan., 
market, which it calls “the steady 
Kansas sales_ spot.” Forty-one 
major markets are listed —city 
and state—all of them outranked 
by Salina’s effective buying in- 
come per capita. 


No. 2513. A Close-up of Tomor- 
TOW. 


The shift from war to peace and 
the possibilities of business ex- 
pansion when people able to buy 
can purchase what they desire ‘o 
possess, are brought out in this 
analysis of the Los Angeles mar- 
ket scene. The study, compiled 
by William Dover, manager of the 
business research division of the 
Los Angeles Examiner, is replete 
with tables and charts dealin: 
with population, employmen., 
payrolls and postwar purchases. 


No. 2536. It’s in the Cards. 


In this booklet Better Farn 
gives a report on the answers ‘» 
a subscriber survey, showing ho'’ 
the publication’s readers stack uU 
as farm, dairy and poultry 0} 
erators. Their answers to t! 
questionnaire also indicate the 
plans for the purchase of aut 
tractors, balers, freezers and oth: 
equipment after the war. 


7 


| No. 2491. Cosmetic Usage a 
Brand Preference. 

Hillman Women’s Group has 
sued this report of a survey of ' 
use and brand preference of 1 
letry items by readers of Real f 
mances, MoOvieland and R: 
Story. A specimen of the que-- 
| tionnaire is included, and the re- 
|port contains detailed tabulations 
| of the findings. 
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Pacific Admen 
to Issue Third 
Marketing Study 


San Francisco, Nov. 29.—‘Mar- 
kets and Marketing Facilities in 
the Eleven Western States,” the 
third of a series of studies spon- 
sored by the Pacific Advertising 
A-sociation, and carried on under 
the supervision of Dr. N. H. Engle, 
director of the bureau of research 
of the University of Washington 
ani former president of American 
Marketing Association, will be 
published in book form by the 
Ronald Press of New York City 
and be available about Jan. 1. 

his study, like the two previ- 
ous ones, covers fundamental 
economic conditions in the west. 
Started in the early summer of 
1945 and completed since V-J 
Day, this study ushers in the post- 
war outlook for marketing in the 
West and provides a background 
for market planning at a time 
when business men are faced with 
many urgent policy decisions. 

This latest study stems from 
the encouraging reception ac- 
corded the two preceding studies 
of western marketing conditions, 
sponsored by PAA, “How War is 
Changing Pacific Area Markets,” 
directed by Raymond Reeves of 
the Department of Commerce, and 
“Products the West Can Produce, 
and Advertising’s Part in Market- 
ing Them,” under chairmanship of 
David E. Faville of Stanford Uni- 
versity. 


Wiegers Plans Firm 


Joseph P. Wiegers, for nine 
years publicity director and for 
the past year public relations di- 
rector of Macfadden Publications. 
New York, has resigned to develop 
his own publishing activities and 
to handle specialized public rela- 
tions accounts. 


GREATEST 
GAINS 
IN 


EDITORIAL 
PRESTIGE 


NET PAID 
CIRCULATION 


RENEWAL 
PERCENTAGE 


AMERICAN BREWER counts as 
its paid subscribers company 
officials and key men re- 
sponsible for the production 
of 81 Million Barrels of Beer 
in 1944—94% of the total 
produced. 


A market survey is ready for 
you with the answer to any 
| question you may ask about 
this Billion Dollar Industry. 


Omertcan 
Brewer 


202 E. 44 St., New York 17 


Member: 
Audit Bureau of Circulations 


Airadio Appoints 

Airadio, Inc., Stamford, Conn., 
has appointed Air Associates, Inc., 
Teterboro, N. J., to handle world- 
wide distribution of its products. 
First of its peacetime line wili be 
a two-way communication set for 
light planes. 


Reymond to Chicago 
Louis A. Reymond, formerly ad- 
vertising manager in Milwaukee 
for Sears Roebuck & Co., has been 
transferred to Chicago as manager 
of Sears’ national mat service. 


Swing Made Sales Head 


R. J. Swing, former territorial 
manager for the E. F. Houghton 
Company, Philadelphia, has been 
made general sales manager of 
the industrial division, Monarch 
— Mfg. Company, Cleve- 
and. 


Hygenets to Cayton 


Hygenets Company, New York, 
feminine hygiene products, has 
appointed Cayton, Inc., New York. 
Newspapers and women’s maga- 
zines will be used. 


Mihic and Smallen Opens 


Hubert L. Mihic, formerly ac- 
count executive with William 
Von Zehle & Co., New York, and 
Paul Smallen have formed a gen- 
eral advertising agency, Mihic 
and Smallen, at 25 W. 43rd St., 
New York. 


Rodman Opens Agency 


| 
| 
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Klingensmith Named 


Davey Compressor Company, 
Kent, O., maker of portable air 
compressors, has appointed H. M. 
Klingensmith Company, Canton, 
O., as its agency, handling all 
Davey manufacturing sections. 


Mullen Resigns Post 


John P. Mullen has resigned as 


Robert W. Rodman has estab-! educational director of the Gray 


lished an agency, 


which will| Iron Founders’ Society, Washing- 


handle medical and pharmaceu-| ton, D. C., a position he had held 


tical advertising, with offices 
1 East 42nd St., New York. 


at 


since July, 1943. His future plans 
have not been announced. 


throughout the country. 


at hand... and at work! 


You have many things to say to management-men 


transportation and communications systems . . . The New York Central, 


demand with a steady improvement of methods, materials, and skills. 


subscribers, plus 304 pass-along readers . . . looking to Business Week 


guide and analyst of the latest “main line” business news. 


Wherever you find men of authority, you'll find Business Week close 


be 


Fa A . . i a 
Nisiate ee Sm ae 
Fe ae ee eo bf SC ee 


The name of the station isn’t important — it could be any one of a thousand 


At this suburban station one can see four components of America’s great 


Bell Telephone, Railway Express, and Western Union . . . meeting the public 


Behind the scenes, in the executive offices of these companies, you'll find 
the active decision-making management men . . . 107 of them Business Week 


for the true facts necessary to straight thinking. Using it as an invaluable 


and one best place to say them 


; } © a ee ne ; i eats it y “i ? ; 5 i é. 
mer 3, 1065 laa | _ | \ 
10h ee | ee 
Cert 

| 
| 
| 
SPR ST TST RSS 7 5 REARS A RT SS Se SS a AE AR EAT ATE | 
| } 
. 
' " | 
| + & | . 
a SEE UA, WWE . 
fr, a 
2 Se eS » * 
| . ar 
} - ee 4 9 see 
Pe i ee ane eat > os a a 
a Pi se 4 
— SRN , or 
| “e es tr ong MESON bg tg 
a , oe ae g Ps Bt es aks # PASS Fe ss te 
i Be ips e ee  — * — nm Se 
——————— | , —_ SE. wl oe toe Z PP sci eee: = 7 i & ef Ne" 5 - 4 SSN ; 
, i — * aaa ig gore me ee a Ss Bx 
ie : ae” ja ee Ce ere ee oe eae ae ee eee ae ; =e « 
i et ome f fl £ we mee pt” ie SaaS — Sons 
a ae oat -) @ ae eae ee spell ean ~ Saiga 
| ail “ail eo oe eS pe Ce. = Py — spiccich legit ace” geal pe ere ag ih | c 
* pe a Ee ras oe ila NE nae Oa cin OEE ae eae 2 ea ie — : 
| OS ee ibaa Sees ‘eee SES ae ihe, 2 ae Waed a = Sank Aeste SOR Baia aana hee 4 P 
| ; >) “gee a Os: siicis : pie eat gpa ae yo ee ST + ae y we 
af? 4 if oe ae a See a i ag Sk 
| (ge ees a oe. eS — 
| = ees ‘ Mes 2 le a > iy Bon ae ee ie (ie ARE die” ‘ ¥ te nal wa % 
~= | hw i * Pes 2 OO A gies OEM ra ie Ri ce oh ae ree Came | ed : ~ 
; e ‘ coe ies ; See ae * mae a] a Bee et “i ' : i . _ 
7 eS ee ed a ¥ ‘ 4 3 a i oe 5 %, * s : - 74 >» 
ere ee ity at ieee Ali Rae ea oe 
“: Seo oe pps). «225 Tees ? . Sey ae ee . See oe i, ee tlh 
eee x ene See ee tach bias J : a BE i a ha ON 
ila i a i a ae ee : me ¥ =e — oo 
i eet MEET Oe a ee CE eae Ca manana nee Eoeenarreamneeeremee eee meni tm ne ema _ 
2 i oe ee ee 7 ee a ard ' : 
FY we 4  — ee eet wee A is We get I a, oll terrane a em st a 
es eee , Be ee ho. a 2 gee oa ss ene —_ _— - pie , ess . 
Siete 2 Sot ee eee i Oey «SLO eter On Re aw gis 
Re ,. i. eo 5 Pea i ee Fy ge Se et eS - fey - em * aed 
“Va ‘ -<s ee we Behe fhe OS DMR ITS pel Og ee 8S me ad i £ 
3s ¥ F : 2 a hell aa. : Fé ee See * od eh ve 2+ ee «x, >* nal as o. 2, 
pre: Spe e” si % ie ea wef * oY ge ee 6, ae ls 4 ot aca rhs tien 2 ie YS un, 
- ee ion “eer ey ee a ~¢ wa ia ae pe hee Le pelt ‘whe, 4 Aa pe” ; 
Es ce nie? 2 ‘fw oe a ayes : wae 6 BS a ite 4 inet Oo % "% bee ‘ ‘ . a 
ich ao . 4 FF *. ae \ P Fivat: age J . AS tes ae bs “hy es ; és ; re > ~ 
| i H | : 
’ 
5 eee i Ne ha ; a A art * “e oe : 


14 


Makes New Spark Plugs 


B. F. Goodrich Company, Akron, 
O., has announced manufacture of 
a new line of 11 types of spark 
plugs for commercial use, to be 
marketed under its own brand 
name. 


Brennan Joins ‘McCall's’ 


Francis Brennan, recently with 
the OWI producing exhibits for 
the Army and the U. S. Informa- 
tion Service in Paris under the 
SHAEF command, has joined Mc- 
Call’s in the newly-created posi- 


tion of assistant to the editor-in- 
chief, Otis L. Wiese. He was for- 
merly art director of Fortune and 
of House & Garden. 


Enlarges Flour Campaign 


At the annual meeting in Nash- 
ville, members of the Family 
Flour Institute voted to continue 
its “Oven Magic” newspaper ad- 
vertising campaign and to in- 
crease by 50% the number of 
southern markets in which the 
copy will appear. Cruttenden & 
Eger Advertising, Chicago, is the 


agency. 


WHAM Begins Building 

Ground has been broken for a 
new $500,000 headquarters build- 
ing for WHAM, Rochester, N. Y. 
It will be equipped for both radio 
and television, and will be known 
as Rochester’s Radio City. 


Houck Names Patrick 


Ben M. Patrick, formerly with 
Tucker Wayne & Co., Atlanta, has 
been named director of the re- 
search and copy department of 
Houck & Co., Advertising, Roa- 
noke, Va. 


Advertising Age, December 3, | 945 


Insurance Firm's 
Ad Warns Against 


Reckless Driving 


Chicago, Nov. 28.—Using metro- 
politan newspapers and extensive 
direct mail, Lumbermens Mutual 
Casualty Company has launched 
its own public safety campaign 
seeking to arouse public opinion 
against reckless driving. 

Hard - hitting, full- page news- 


Frederick & Nelson, 


TIME is “first choice 


magazine! 


ps No. 9:* the best customers of 
y FREDERICK & NELSON, Seattle, Washington 


store, maintains a list of better buying customers. Re- 
cently Fact Finders Associates Inc. sent a question- 
naire to one thousand of this group, asking: 
1. “What magazines do you read regularly?” 
2. “What are your first and second choice magazines?” 
.” with almost twice as many votes 
as any other magazine. And more of Frederick & 
Nelson’s best customers say they read Time regularl) 
than read any other magazines except giant-circulation 
Life and Saturday Evening Post.* 

It’s no surprise that similar surveys throughout the 
country produce similar results. For: 


top-flight Seattle department 


Research shows that the bigger a family’s income, the 
better prospect that family is for quality products. The in- 
comes of Time-reading families are more than $3,000 a year 
higher than average—and the women say they prefer TIME 
8 to 1 above all other magazines they read. They vote Time 
their favorite 50 to 1 over even the most popular woman’s 


Facts like these are turning more and more manulac- 
turers of department store merchandise to the pages 
of Time—where the intense readership of America’s 
better-off, better-living families can’t help but carry 
over into the advertising pages. 


“Evidence previously submitted: 


paper copy, headlined “That n an’, 
here again,” tells the driving » yp. 
lic to beware of the many “Hair. 
breadth Harrys” and “Longch: nce. 
Louies” now on the road in oj, 
cars, and warns that “a car guine 
above 35 miles per hour is a j)ro- 
jectile.” 

The ad urges “responsible cijtj- 
zens” to plant these thoughts: jy 
their neighbors’ minds: 

“I seldom find any call to drive 
over fifty;” “Anyone who drives 
with bad brakes is asking fo; 
trouble,” and ‘Passing cars on ag 
crowded highway isn’t only silly— 
it’s often suicide—and homicide.” 

Lumbermens Mutual has sen} 
out more than 60,000 copies of the 
ad to its policyholders and agents. 
to state and local police, and to 
city chambers of commerce. The 
highway safety theme will be pro- 
moted in additional material now 
being developed. 

Newspapers carrying the ad. 
with others still being scheduled 
throughout the country, include 
the Atlanta Journal, Boston Post. 
Cincinnati Enquirer, Chicago 
Journal of Commerce, News and 
Tribune, New York Journal of 
Commerce, and Wall Street Jour- 
nal and its Pacific Coast edition 


Tyner Heads Research 


The Rocky Mountain Institute 
for Industrial Research has been 
set up at Colorado Springs under 
the direction of Dr. Howard D. 
Tyner, chemist and _ physicist 
Headquarters will be at Colorado 
College. The institute will study 
the uses of Colorado resources, 
with its expenses underwritten by 
the Colorado Springs Chamber of 
Commerce and various industries. 


Stromberg Names Gill 


G. S. Gill, until recently with 
the War Production Board, has 
been named sales manager of the 
government surplus materials de- 
partment of Stromberg-Carlson 
Company, Rochester, N. Y. 


TuHERE’s a right way and a wrong way to 
pop the question . . . even in market 
research. 

Here at sTaTistTICAL Research Company, 
we place far more than the usual em- 
phasis on the preparation of question 

naires. Why? Because we know from long 
| experience that proper phrasing and s«- 
| quence of questions can make the di! 
| ference between success or failure i” 
| your market research studies. 


There are other ways in which you wi! 
find this complete market research servic 
different . . . ways that make sure yo 
findings are always accurate, dependab! 
and economical. 
| Nationwide or local field work, que: 


JOSEPH HORNE CO., Pittsburgh 
HUTZLER BROTHERS, Baltimore 
THE RIKE-KUMLER CO., Dayton 
THALHIMER’S, Richmond 


RICH’S, Atlanta 

B. FORMAN CO., Rochester 
THE DAYTON CO., Minneapolis 
MARSHALL FIELD, Chicago 


TIMEL, 


tionnaire development, coding and editing 
mechanical or manual tabulating and ana 
ysis of findings—all or any one of thes 
services are provided by STATISTICAL. 


Phone HARrison 2700 before you 


@ Adless Reader's Digest excluded “start that survey. 


Your best customers vote 


RESEARCH COMPA 
o4 


53 West Jackson Boulevard 
Reese 
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Don’t miss California 5 


BILLION DOLLAR VAL 


even in market A T THE RATE IT’S GOING, California’s great inland market soon 


LEY OF THE BEES 


Its Effective Buying Income jumped from 14% to 1% bil- 


search Company, 
| the usual em- 
on of questio: 

know from long 
yhrasing and s¢- 
1 make the di! 
s or failure in 
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n which you wil! 
research servic 
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9 before you 
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will become the TWO BILLION DOLLAR VALLEY OF 


THE BEES. 


STOP —and focus your sales eye on 
California. See that great 500 mile basin 
lying between the coastal shelf and the 
high Sierra? That's the Billion Dollar 
Valley of the Bees—and (tip to advertis- 
ers) the three McClatchy newspapers 
swarm all over it. 


*Sales Management's 1945 Copyrighted Survey 


NEWSPAPERS 


National representatives .. . O'MARA & ORMSBEE, INC. 
New York « Los Angeles « Detroit « Chicago « San Francisco 


lions in the last year. And that ranks this market as “‘the sixth 
city in the U. S.”—exceeded only by New York, Chicago, 
Philadelphia, Detroit and Los Angeles. 


Retail sales of $876,121,000 are higher than San Fran- 
cisco’s. Food sales are $190 per capita—29°%/, above the na- 
tional average.* 


Fortunately there’s an effective way to tell your sales 
story to the prosperous people of this great Valley — people 
whose prosperity, by the way, comes from stable, peacetime 
occupations. They live too far inland to be influenced by 
Coast newspapers. But most of them are daily readers of one 
of the Bees . . . The Sacramento Bee, The Modesto Bee or 
The Fresno Bee. 


Make note now of this El Dorado of imland California 
and the way to cover it—the McClatchy newspapers. 
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Know the "A-B-C's" of Good Radio Coverage! 


93% 


TULSA - as great as 
eto ENTIRE STATE OF 
oe: € 4& Pea ee pew OKLAHOMA 


Including bonus counties of 
Missouri, Arkansas and Kansas, 
making the KVOO market — 

Oklahoma's No. |. Market. 


50,000 WATTS | 


TULSA, OKLAHOMA. 


Poland Spring Expands 
with New Food Line 


Poland Spring House, distribu- 
tor of Poland mineral water, will 
introduce a new line of food prod- 
ucts under the brand name “Poland 
Spring.” Packaging will be in 
both tin and glass, and a green 
and yellow label will carry the 
trademark. The new company will 
be called Poland Spring Company 
and will have plants at Poland 
Spring, Me., and Randolph, Mass. 

Advertising to the trade will 
start this winter, with newspaper, 
radio and magazine advertising to 
follow. Tracy, Kent & Co., New 
York, is the agency. 


Red Jacket Appoints Two 


H. R. Lafferty, vice-president 
of Red Jacket Mfg. Company, 
Davenport, Ia., manufacturer of 
water pumps and water systems, 
has been made general manager, 
succeeding F. C. Simonsen, re- 
signed. Leo P. Friske, for eight 
years a field representative, has 
been made sales manager, suc- 
ceeding Joseph A. Fell, who re- 
sumes his position as purchasing 
agent. 


‘Atlanta Journal’ 
Book Predicts 219 
Cities’ Prospects 


Atlanta, Nov. 28.—In an attempt 
to indicate which of the nation’s 
219 largest cities will remain at 
wartime levels, sales-wise, after 
the war, and which will or will 
not come back from relatively low 
levels, the Atlanta Journal has 
published a 30-page book, “An 
Ear to the Ground,” based chiefly 
on analyses of retail sales vol- 
ume in 1929, 1935, 1939 and 1944, 

Prepared by Sawyer-Ferguson- 
Walker Company, representative 
of the newspaper, the book classi- 
fies 52 of the 219 market centers 
as “constantly above the general 
average before wartime produc- 
tion’’ and which, “even since 1939, 
have continued to follow the same 
trend” without having had ex- 


How To gel Me readers wit spend mare Maney 


It’s a fact that advertising thrives on 
editorial interest. 

So, when a publication enjoys peak 
interest—proved by leadership in 
readership—chances are there’s a plus in 
the picture for wide-awake advertisers. 
That’s why parade deserves a good look. 
You don’t have to spend more money 

to get more readers—not when you 

use parade. 


per dollar . . 


2,000,000 families. 


parade holds its audience from first page 
to last. Your ad plays to more people 

. gets an editorial push to 
plus sales. parade is top Sunday reading 
with men, women and younger people 

in fifteen markets totalling more than 


Write parade, 405 Lexington Avenue, 
New York 17,N.Y. 135 So. La Salle 
Street, Chicago 3 ¢ 712 New Center Building, 


= | 16 Advertising Age, December 3, \94; 


cessive sales gains. Those . itie, 
are characterized as like!) , 
maintain relatively high lev«|s o; 
prosperity in the future. 

Other cities are classed as ‘hog. 
whose sales greatly increased dy;. 
ing the war following high |»ve), 
of business in the ’30s, whic! are 
held likely to lose ground ate; 
but still hold a high level of }ygj- 
ness; those prosperous before the 
war, like Chicago and New York 
which did not profit as muc): a: 
most during the war boom, ang 
are expected to maintain the »re. 
vious business; those which \ ere 
below the average both before ang 
during the war and will probably 
be relatively less important mar. 
kets than before the war, and 
finally, those below average pre. 
war which gained much during 
the war boom and are expected 
to fall back to their prewar level. 


Shows Sectional Advances 


A recapitulation shows that, in 
the East, postwar sales in Cities 
of 50,000 population and over wil! 
average a little below the average 
for all the 219 cities; cities in the 
Midwest will remain at about the 
same relative prosperity level as 
before the war} in the South, 
sales will be higher than prewar, 
and in the Mountain states and 
on the Pacific Coast,.postwar sales 
will be somewhat higher than be- 
fore the . 

Twenty pages are devoted to the 
statistics for the cities and for each 
state and region. For each of 
these, and for the nation as a 
whole, are shown the populatio: 
in 1940, 1929 sales volume, mid- 
depression retail sales in 1935, 
prewar recovery sales in 1939 
wartime sales for 1944, and per- 
eentages showing sales gains or 
losses. It also indicates which of 
| the five classes each city, state 
and region falls in. 

In a four-page, illustrated sec- 
tion on a hypothetical city (like 
| Atlanta and others in the first 
class of cities), the book asserts 
that it is reasonable to expect 
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Detroit 2. above the general average through 
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all the extremes of business con- 
ditions in the past 15 years will 
have an excellent chance of con- 
tinuing its above-average level! o! 
prosperity in the years that lie 
ahead.” 


| Moves Boston Office 


Doremus & Co., Inc., has moveé 
| its Boston office to larger quarter: 
|} at 53 State St. 
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delivers 
exceptional 
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Esquire 

also 

delivers 

exceptional results 

for 

national advertisers 

of many other products 
in virtually 

every field. 
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Harnessing a habit... 


to make a national medium 


One Saturday night in summer, the boy was 
allowed to go to town with his Dad, who had 
some business at the bank. He watched the crowds, 
the stores and the lights until he was tired; and 
then wandered down to the station to see at first 
hand the train which on other evenings was only 
a far-off whistle and a crawling worm of light... 

The special roared by without stopping. . . 
huge, black, hot, noisy, terrifying and thrilling. 
As the mail car near the end of the string came 
abreast of him, something was catapulted from 
its open side door . . . a bundle that bounced and 
turned and hopped and skidded to a stop at the 
boy’s feet. Startled, he bent down and peered 
through the torn wrappings. Inside there seemed 
to be sections of newspapers, the brown picture 


parts—and a layer of funny sections . . . The 
station agent came out for the bundle. 
“Funnies!” said the boy. “Could I have one?” 
The agent shook his head. “Sorry, son. They 
ain’t supposed to come out until Sunday.” 
Ever after, the Sunday paper had a romantic 
interest for the boy . . . from far away, on speeding 
trains in the dark, something special for Sunday. 


Bw the middle-twenties ajournalism instructor 
stopped telling students whiat made a newspaper 
good, and sent them out to ask the readers. 

Within three years George Gallup’s students 
had compiled acomposite case history of readership 
values that were unorthodox—and significant. 
Constant Reader showed a callous unconcern 


NEW YORK: 220 East 42nd Street 
CHICAGO: Tribune Tower 


a 


with the items editors held important, and an 
enduring affection for features. Photographs had 
universal appeal. Comics, considered as a con- 
cession to children, werea highly adult addiction. 
With readership checks 
| advertisers began to realize 
the importance of reading 
habits...and recognized two 
rich lodes of public interest 
= in Sunday comics and gravure 
sections—which circulation managers 
had long used to sell papers. 

Advertising in gravure sections was not new, 
and not always easy. The space was premium 
priced. Each paper required original photographic 
copy. Reproduction varied widely. 


THE NATIONAL NEWSPAPER NETWORK 


Metropolitan 


Group 


DETROIT: New Center Building 
SAN FRANCISCO: 155 Montgomery Street 
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To advertisers the comics section was almost 
terra incognita. Some sections had no published 
rates. Space dimensions were not uniform, called 
for many sizes of copy. Some papers made their 
own engravings from original art. Others required 
electros or mats from the advertiser. Preparing 
copy for a list of comics sections was an ordeal 
for any production department. 


Major newspapers organized 
Metropolitan Group... 


In 1932, eleven leading newspapers organized 
the Metropolitan Group with a dual objective... 
providing the advertisers with a central source of 
information, and a service bureau for schedules, 

production and billing ; and 
also to secure the specialized 
¢, representation for the two 
== special sections. 


=F 


“ree 
reduced the overhead and expense for the indi- 
vidual paper, the publishers arranged for liberal 


Since Group operation 


discount from individual card rates to the Group 


advertiser... Today Group rates average about 
20% less than single paper rates for comics and 
gravure sections. 

And for the advertiser, the Group not only 
lowered costs, but also abolished the expense and 
inconvenience of many individual transactions. 


Metropolitan Group became 
a national newspaper network 


Since 1932, the Metropolitan Group comics 
sections have grown to 45 in 40 cities, with more 


Atlanta Journal 
Baltimore Sun Detroit News 
Soston Globe 

Soston Herald 


Suffalo Courier-Express 


Chicago Tribune 
Cincinnati Enquirer Long Beach 
Cleveland Plain Dealer 
Columbus Dispatch 


Dallas News 


Detroit Free Press 


Houston Chronicle 
Indianapolis Star 


Press-Telegram 
Los Angeles Times 
Minneapolis Tribune 


than 16,000,000 circulation! And gravure sections 
now number 25, with 13,000,000 circulation. 

The growth of the Metropolitan Group has 
made a truly national newspaper network — of 
more value than any other large unit in existence. 

Because of the spread of Sunday circulations 
in the last two decades, the Group makes accessible 
to advertisers literally thousands of urban markets 
not adequately reached by magazines or radio. 

In many cities where no Sunday newspaper is 
published, Metropolitan Group circulation gives 
advertising effective coverage. 


What Metropolitan Group 
does for advertisers... 


1) Supplies current data on circulations and 
costs, readership and results for Sunday comics 
and gravure; comparative data on other media. 

2) Selects schedules to match the markets of 
the advertiser; prepares cost estimates; compiles 
circulation distribution for the use of sales staffs, 
branches, and distributors. 

3) Helps sell MG media and markets to the 
advertiser’s salesforce; shows salesmen how to 
use the advertising effectively. 

4) Accepts a Group order for any number of 
papers; arranges with the publications to secure 
insertion dates desired; confirms order to each of 


the individual papers. 


Milwaukee Journal 


New Orleans 
Times-Picayune- States 


New York News 

New York Herald Tribune 
Oakland Tribune 

Omaha World-Herald 
Oregon Journal 
Philadelphia Inquirer 
Phoenix Arizona Republic 


Pittsburgh Press 


Rochester Democrat 
& Chronicle 


Providence Journal 


San Francisco Chronicle 
Seattle Times 
Spokane Spokesman-Review 


5) Handles production for member 1 ff 
papers; scales and adapts copy; a 4 
supervises production of engrav- 
ings, electros or stereos, for 
uniformity ; secures color proofs in 
advance; and ships plates with the progressive 


proofs and directions. 

6) Receives original gravure copy, checks for 
reproduction ; adapts the copy to sizes; supervises 
production of uniform positives for the printers ; 
secures proofs for approval or for merchandising. 

7) Provides advertiser with checking copies. 

8) Renders one invoice; distributes revenue 
pro-rata to the member papers. 


Bor rie reaping anit... the fact that next 
Sunday or any Sunday, at home and at leisure, 
millions of families, both sexes and all ages, 
regularly read both these sections . .. gives 
advertising its highest assurance of reception! 
Readership ratings for the sections run from 75% 
to better than 95%; and advertisement ratings 
are usually two to three times those in periodicals 
... While four out of five adult Sunday paper 
readers regularly read comics! 

With more concentrated circulation in more 
and better markets than any single medium or 
average list affords... with fine presentation in 
gravure, color in both sections, trade influence— 
Metropolitan Group represents mass advertising 
of the highest effectiveness at the lowest cost... 
and the most magnificent sales opportunity of 


today!..Any Group office will give the details... 
Springfield Union 

& Republican 
St. Louis Globe-Democrat 


St. Louis Post-Dispatch 


Sacramento Bee 


St. Paul Pioneer Press 


San Antonio Express 


Syracuse Post-Standard 


Tacoma News Tribune 
Washington Star 
Washington Post 
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Mutual Insurance 


Renames Gremlin; 

’ a ‘ a 
It's ‘O'My’ Now 

Boston, Nov. 27.—lIt’s not 
“Omar, the Accident Maker” any 
more, the American Mutual Lia- 
bility Insurance Company reveals. 

“Omar” was the company’s 
gremlin who scrambled bottles 
containing poisons with mouth 
rinse containers in medicine cabi- 
nets, placed roller skates on stair- 
ways, etc., in illustrations used in 
safety promotional material is- 
sued by the insurance company. 
Tlow he’s known as “O’My, the 
Accident Maker.” 

The change was made because 
the president of Omar, Inc., 
Omaha trucking company, in a 
letter to American Mutual, said he 
“regrets to see the name associ- 
ated with that of an accident 
maker, as nearly 1,000 of our 
trucks are on the road in 17 
states.” 


Hooper Changes Format 


of Pocket Piece 


With the release of the Nov. 15 
network Hooperatings report, C. E. 
Hooper, Inc., has changed the 
Pocket Piece to include both eve- 
ning and daytime audience in- 
formation as well as to a 32-page 
size instead of the 10” by 20” 
sheet formerly published. 

Other improvements include al- 
phabetical indexes to programs 
and sponsors, share of audience 
figures for all programs, and a 
guide to use and ratings on multi- 
weekly programs. 


Publish Job Book 


“Job Analysis for Retail Stores,” 
a book to help retailers plan their 
personnel programs, has_ been 
prepared under auspices of the 
personnel research board of Ohio 
State University, Columbus. It 
sells for $2 per copy. 


of 32 surrounding towns, in- 


cluding CAPE COD, MAR- 
THA'S VINEYARD and NAN- 
TUCKET. 


THE SHOPPING 
CENTER » of the 
4" LARGEST 
MARKET 


in MASSACHUSETTS 


NEW BEDFORD 
Is “>rd LARGEST 
the FISHING 


PORT ONTHEATLANTIC | 
COAST. | 


Steady employment, Good Wages, Con- | 
sistent Payrolls, A good place to live. 
work and sell merchandise. A good 
place for your National Advertising | 


Schedule! 


Aids Servicemen 


The yearly Roster & Buyers’ 
Guide of the Cleveland Advertis- 
ing Club, which carries the an- 
nual story of Cleveland as an ad- 
vertising center, will this year be 
dedicated to the problem of the 
serviceman returning to the ad- 
vertising field. A series of articles, 
written by authorities in the vari- 
ous phases of advertising, will 
picture to servicemen the opor- 
tunities in this field. The 320- 
page roster will appear the first 
of the year. 


May Ship Exhibits 

British manufacturers are con- 
sidering plans calling for charter- 
ing a ship to transport exhibits 
and other promotional material to 
foreign ports, for the purpose of 
holding exhibitions at about eight 
ports every four months. 


Auto Unit Names Head 


Lou. E, Holland, chairman of 
Holland Engraving Company, 
Kansas City, and three times 
president of the Associated Ad- 
vertising Clubs of the World, has 
been appointed chairman of the 
traffic safety committee of the 
American Automobile Association. 
During the war he served as a 
WPB vice-chairman and chair- 
man of the Smaller War Plants 
Corporation. 


Join Young & Rubicam 


Bernie Smith, former public re- 
lations director of KFI, Los An- 
geles, and recently discharged 
from the Army, and Chet Brou- 
wer, former assistant West Coast 
publicity director of N. W. Ayer 
& Son, have joined the publicity 
nila Young & Rubicam, Holly- 
wood. 


Dy aaa 


e 


Advertising Age, December 3, 1:45 


West-Marquis Names 
Thacker; Gets 7 Accounts 


Miss Mary Thacker, formerly 
of Joyce, Inc., Pasadena, Cal., 
has joined the fashion division of 
West-Marquis, Inc., Los Angeles 
and San Francisco, as fashion co- 
ordinator and publicity director. 

The agency’s fashion division 
has been named to handle adver- 
tising of Cobblers, Inc., Holly- 
wood Rogue Sportswear, Inc., 
Roguecraft Sportswear, Inc., Cas- 
uals, Inc., Marjorie’s Things, Inc., 
and Sportsclothes Ltd., Los An- 
geles, and Jimmie Thompson 
Company, San Francisco. 


LaBarre Joins Hazard 

Richard V. LaBarre, formerly of 
the editorial department, Eastern 
Aircraft, has joined the copy staff 
of Hazard Advertising Company, 
New York. 


FM Numbering System 


For the convenience of the p \b- 
lic, the FCC has approved a row 
system of numbering FM ch. n- 
nels, for receiving sets that re 
just starting into producti yn 
Under the new system, 100 }\y 
channels are to be represented >y 
the radio dial by numbers rvn- 
ning consecutively from 201 ty 
300. For example, the first Fy 
channel (88.1 megacycles) will >. 
numbered 201; the second (8:3 
megacycles) 202, and up to 359 
for 107.9 megacycles. 


Donnelly Appointed 


Jim Donnelly, former sales 
manager of Smithway gas heaters. 
has been appointed product super- 
visor of the water heater division, 
A. O.. Smith Corporation, Mil- 
waukee, succeeding J. E. Woodall, 
resigned. 


Reader Preference 


—one of the great appeals The Iron 
Age holds for its 1,028 advertisers. 


Survey after survey has been made by in- 
dustrial advertisers and advertising agen- 
cies to determine reader preference among 
all kinds of executives in the metalworking 
field. In 85 such surveys which have come 
to our attention, The Iron Age placed 


first in 67, or 80%, regardless of who made them. This is a 


record that speaks for itself .. . 


one of eight outstanding 


reasons why advertisers and agencies “‘in the know” lead off 


so many schedules with The Iron Age. 
representatives for the complete story. 
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plans are in the making for in- 


creased advertising campaigns, 


pect to increase the number of 
their employes; 18% have “made 


will assume these duties in mid- 
December. 


viously, he was New York editor 
of Aviation News. 


Vast 


as are railroads, 


prime importance. 


household appliances, 
the many others to whom metalworking is of 


All these industries have a common bond — 


tin, OER AER de 9 
at 
eee 


quantities 


Here’s Why: The automobile industry is a large 
segment of the great metalworking industry — 


aircraft, farm machinery, 


communications, and 


down into production. 


of machines, tools, materials, 
equipment of all kinds are needed and needed 

ast According to the C'E/Du Report, the industry 
itself estimates for the first fully-covered postwar 
year a production of $7,117,600,000 — an- 
of 75.8% over 1939! 


The IRON AGE can help you get“ 


your share of these orders 


. it’s their life blood. 


The Iron Age tells them what they want to 
know about metalworking when they want to 
know it. . 
from management through purchasing right 
That’s why The Iron 


. tells the whole “‘buying group” 


metal. They all use machines, tools, and other 
metalworking equipment of one kind or another. 
They are all interested in new metalworking 
developments, in trends, legislation, anything 


pertinent to metalworking. They have to be 


Age — almost literally the spokesman for the 
metalworking industry—carries such tremendous 
weight in each of these “‘member”’ industries. 

Suppliers to the automotive industry need 
this Iron Age prestige and power right now. 
The time will never be riper. 


All day long, people ask the 


nurse questions like: 


“What's the best soap on the 
market?” 

"Is this deodorant any good?” 

“What cereal should I give 


Junior?” 


Because of her professional 
standing, when the nurse sug- 
gests a particular brand her ad- 
vice really carries weight! 

And when you remember that 
there are thousands of nurses— 
each seeing a number of patients 
daily — these recommendations 
can add up to a tremendous 
word-of-mouth advertising cam- 
paign. 

To gain such recommendations 
for their products, alert advertis- 
ers take space in R.N. to inform 
the nurse of the merits of their 


brand—its formula, advantages, 


- REPRESENTATIVES etc. Because it is up-to-the-min- 
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1016 Guardian Building 7310 Woodward Ave. 
Cleveland 14 Detroit 2 
Main 0988 Trinity 1-3120 


Cc. H. OBER B. L. HERMAN 
H. E. LEONARD Chilton Building 
100 E. 42d Street 56th and Chestnut Sts. 

New York 17 Philadelphia 39 
Murray Hill 5-8600 Sherwood 1424 


THE IRON AGE 


100 East 42nd Street A Chilton Y Publication New York 17, N. ¥e 


—— — — —— = 


H. K. HOTTENSTEIN ute in style and format, more 


1134 Otis Building 
Chicago 3 
Franklin 0203 


R. RAYMOND KAY 


2420 Cheremoya Ave. 
Los Angeles 28 
Granite 0741 
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To Head Aluminum Sales 
of Reynolds Metals 


Albert H. Charlton, since 1944 
eastern sales manager for the 
aluminum division of Reynolds 
Metals Company, New York, has 
been appointed sales manager, 
with headquarters in Louisville. 

He joined the company’s sheet 
mills in 1936, later becoming as- 
sistant plant manager, was named 
Detroit sales representative in 
1940 and Philadelphia sales man- 
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ager in 1942. He helped set up 
the Louisville plants for prefab- 
rication of aluminum parts for 
aircraft. 


‘Printers Ink’ Adds Statf 


Herbert L. Stephen, who was 
news editor of Printers’ Ink for 
10 years, has been appointed an 
associate editor, and Frank Le- 
Clave succeeds him as news editor. 

In addition to others joining the 
editorial staff, Edward J. Dever, 
former advertising news editor of 
the New York World-Telegram, 
has been added in an editorial 
capacity. 


Henry Named President 


Thomas P. Henry Jr., general 
manager, has been elected presi- 
dent of Thomas P. Henry Com- 
pany, Detroit. He succeeds his 
father, who founded the company 
in 1906 and served as its head 
until his death last September. 


Gray Resigns Buckeye 

Russell T. Gray, inc., Chicago, 
has resigned the account of Buck- 
eye Traction Ditcher Company, 
Findlay, O. 


Kellogg Promotes 
Appearance Show 


for Teen-Agers 


Grand Rapids, Mich., Nov. 27. 
—With “appearance” as its key- 
note, a food and fashion show was 
premiered here recently by the 
Kellogg Company at Herpolsheim- 
er’s, Grand Rapids department 
store. 

More than 1,000 teen-age girls, 
civic leaders and home economics 
teachers were guests at the “Ses- 
sions for Schoolebrities.” The 
audience was presented with Kel- 
logg’s quiz book, to be used by 
the teen-agers in determining their 
personality types, and a “‘Type-O- 
Graphy for Teens,” a booklet com- 
piled in conjunction with Calling 
All Girls magazine. 

A half-dozen engraved sterling 
silver identification bracelets were 
distributed by Kellogg as door 
prizes, and each girl was given 
a sample box of Kellogg prod- 
ucts. Local grocery stores co- 
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operated in publicizing the event. 
Kenyon & Eckhardt, Chicago, is 
the agency in charge. 


Three Appoint Lyon 


S. Duane Lyon, Inc., New York, 
has been appointed to handle ad- 
vertising of Frank Import and Ex- 
port Company, using foreign and 
domestic newspapers and trade 
publications; Boetsch Bros., maker 
of Birch phonographs and acces- 
sories, using trade publications 
and sales promotional material, 
and Campus Fountain Products 
Company, Long Island, maker of 
standard and specialized fountain 
equipment, using business papers 
and newspapers. 


Names Snead Agency 


C. N. Snead Advertising Agency, 
Roanoke, Va., has been named to 
handle advertising of Shenandoah 
Life Insurance Company, effective 
Jan. 1. 


Slayton Named Ad Head 

Keith Slayton, formerly on the 
sales staff of The Woman, New 
York, has been named eastern 
advertising manager. 


100,000 new appliance prospects 


»» ready now! 


INCE 1940, some 700,000 additional farms have been 
electrified. There they are—all wired and ready to 
go; and you know how much equipment they’ve been 


: eS y. 


able to get. 


Here’s a huge present market, over and above the 


gigantic market that postwar 


Rural Electrification 


plans are opening up. Here’s a market ready now, eager 


to enjoy the electrical conveniences for home and farm 


that you'll have for sale. 


To reach this present market, and the even bigger one 
being ripened by REA, tell your story in Country 
Gentleman. Tell it there for three good reasons: 


1. RURAL ELECTRICAL DEALERS 
PREFER COUNTRY GENTLEMAN 
In a recent survey among rural electrical 
dealers, they preferred Country Gentleman, 
as the best rural magazine to help them sell 
their prospects, by better than 2 to 1. 


2. ELECTRICAL MFRS. PREFER 
COUNTRY GENTLEMAN 
For the past 8 years for example, manufac- 
turers of electrical equipment have invested 
31% more advertising dollars in Country 
Gentleman than in any other farm magazine. 


3. FARMERS PREFER 
COUNTRY GENTLEMAN 
A recent survey revealed that Country 
Gentleman subscribers, who also take one or 
more other farm magazines, give Ist prefer- 
ence to Country Gentleman by almost 2 to 1. 


QUALITY—Hiram Walker & Sons is 
placing emphasis on prewar quality 
through the use of imported botanicals 
in a new series of color ads in national 
magazines and black and white copy 
in a long list of newspapers for Dis- 
tilled London Dry gin. Sherman K. 
Ellis & Co., New York, is the agency. 


Beller to Head Drive 
for UNRRA Clothing 


Lawrence Beller again will serve 
as national publicity director for 
the second clothing drive for over- 
seas relief on behalf of UNRRA. 

The Victory Clothing Collection, 
with Henry J. Kaiser as national 
chairman, is scheduled for Janu- 
ary 7-31. Mr. Beller is a former 
Hearst news editor and OWI ex- 
ecutive, and is now chief of the 
promotion branch, division of 
contributed supplies of UNRRA. 


Wheeler Names Agency 


Foster Wheeler Corporation, 
New York, manufacturer of heavy 
mechanical equipment for steam 
power plants, petroleum refineries 
and ships, has named Albert 
Frank-Guenther Law, Inc., New 
York, to handle its advertising. 


Appoints Wolff 


Samuel D. Wolff has been ap- 
pointed eastern advertising repre- 
sentative of Case & Comment, 
published by Lawyers Co-opera- 
tive Publishing Company, Roches- 
ter, N. Y. He will make his head- 
quarters at 254 W. 31st St., New 
York. 


Joins Parker-Allston 


Jeremiah F. O’Brien, formerly 
with McCann-Erickson and Frank 
Best & Co., has joined the pro- 
duction and traffic departments of 
Parker-Allston Associates, Cin- 
cinnati, specializing in insurance 
accounts. 


You’ll soon be working hard for sales. Make your 
sales come easier, quicker, oftener— with the help 
of the No. 1 farm magazine. 


ag 


"What business can ignore the farmer's strength? 
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‘4. More key officials in Wash- 
ington read TIME regularly than 
read any other magazine, howeve 
big its circulation. 


a The members of Congress 
vote TIME the most importan 
U.S. magazine that carries 
advertising. 


For further details write to 


TIME 


9 Rockefeller Plaza, New York 20, N.Y. 
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Two Join Loudon 


John M. Meissner, advertising 
counsel and copy specialist, has 
joined Henry A. Louden, Adver- 
tising, New York, in an account, 
copy and planning capacity. 
Charles L. Funnell, formerly with 
the Charles W. Hoyt Company, 
New York, has joined Loudon as 
account executive. 


Fashion Market Date Set 


Chicago Fashion Industries will 
hold its spring market week Jan. 
28 through Feb. 1, with a fashion 


direct mail 


market. 


& Downing, 
count 


ing manager of 


show in the Grand Ballroom at 
the Stevens Hotel, Jan. 29. 
extensive trade publication and 
campaign has been 
planned to inform retailers of the 


Joins Walker & Downing 

Hugh E. McDonald has joined 
the industrial division of Walker 
Pittsburgh, 
executive. 
eight years he has been advertis- 


& Co., Pittsburgh marking device 
manufacturing company. 


4 


Coroaire Names Agency 


Coroaire Heater Corporation, 
Cleveland, O., has appointed Fos- 
ter & Davies, Cleveland, to handle 
its advertising. Newspapers, 
magazines, radio, displays and di- 
rect mail will be used. 


An 


Named Cairns Partners 


J. C. Cumming and John N. 
Jackson, for nearly three years 
members of the executive staff of 
John A. Cairns & Co., New York, 
have become partners in the 
agency. \ 


as ac- 


For the _ past 


Jas. H. Matthews 


Only one newspaper 
4 


spina ONS, 


effectively covers 


due MARKE Tx 


birthplace of ships 
..» large and small! 


JAA AA 


No. 11 of @ Series 


COMA’S huge war-time ship- 


yard now becomes a U. S. 
Navy repair base—a permanent 
peacetime payroll. But “big ships” 
are only part of the picture! For 
here, on Puget Sound, is the cen- 
ter of an extensive wooden boat 
industry, too — turning out fish 
boats, tugs, work and pleasure 
boats. This important, continuing, 
basic industry—building a prod- 
uct recognized for excellence all 
over the country—is just one more 
of the many reasons why Tacoma- 
Pierce County ranks as Washing- 


ton’s Second Market — a “must 
buy’’ on every newspaper 
schedule. 


See how daily newspapers rank 
in their coverage of Tacoma- 
Pierce County’s 64,700 able-to- 


buy families: 
(4% 


THE TACOMA 
NEWS TRIBUNE 


Second Tacoma Paper... . 50% 
Seattle Morning Paper .. . 11% 
Seattle Ist Evening Paper... 5% 


For Details, Ask 
Lorenzen & Thompson, Inc. 


Covering Washington's Second Market 
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Odds Set at 11-1 
in Marriage Derby 


Washington, Nov. 28.— Eleven 
out of every 12 persons who reach 
the age of 15 in the United States 
eventually marry, the Bureau of 
the Census demonstrates in a 
“mortality” chart of matrimonial 
risks, based on marriage and 
death statistics. 

According to these figures, the 
greatest percentage of single 
women marry during their 23rd 
year, while 26 or 27 is the sig- 
nificant period for men. The re- 
port shows that 21.3% of the 
single women attaining 23 are 
married within a year, as are 
17.3% of the men reaching 26. 

Three separate tabulations are 
provided for both men and wom- 
en, the first showing the per cent 
that marry at each different age 
from 15 up; the second the per- 
cent of single people for each 
age-year who eventually marry; 
and finally, the percentage still 
single as they reach each age- 
year. 


Holds Safety Contesi 


Lewis & Conger, New Yo: «, ph, 
invited manufacturers of hom 
equipment such as hardwate and 
house furnishings to submit prog 
ucts for its first annual award fo) 
home safety. The product moq 
likely to contribute to safety wiy 
win for the manufacturer a largd 
bronze plaque and support in , 
nationwide advertising campaig 
by Lewis & Conger. Stock sainple 
of entries must reach Lewis ¢ 
Conger between Jan. 2 and Jan. 3) 


Appoints Four 


Frank E, Kearney has been ap. 
pointed general sales manager of 
Lehigh & Lackawanna Warehouse 
& Transportation Company, New. 
ark, N. J. In addition, A. 4 
Zundel has been named sale 
manager and W. J. Burns and 
A. G. Rosbergh, assistant sale: 
managers. } 


Names News Associates 


The merchandise division of 
American Warehousemen’s As. 
sociation has appointed News As- 
sociates, Chicago, as publicity and 


public relations counsel. 
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Our “present” to WHB advertisers is 
the stocking-full of fine Hooperatings 
shown in the table below...Advertiset 
or agency, you'll like doing business 
in 1946 with WHB-—the station with 
“agency point-of-view”...where every 
advertiser is a client who must get his 
money’s worth in resu/ts. Swing along 
with the Aappy medium in the Kansas 
City area! 


For WHB Availabilities,’ phone DON DAIS 


at any ADAM YOUNG office: 


. » « LOngacre 3-1°26 
11 West 42nd Stree 


CHICAGO,2 . «© « «eee e ANDover 5. 48 
55 East Washington St. 
SAN FRANCISCO,4 ...... SUtter 1 93 
627 Mills Buildin 
LOS ANGELES,13 ..... Ichigan 0 21 
448 South Hill Street 
KANSAS CITY,6 ...... H son 1 6! 
Scarritt Building e 
KEY STATION for the KANSAS STATE NETWORK 
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Some advertising 
knocks at the door... 


Some advertising 
gets a foot in the door... 


...But outstanding advertising 
carries the product right into the prospects home 


Young & Rubicam combines the science of research, 
the business of merchandising, and an unusual degree 
of creative skill solely for the purpose of producing 


outstanding advertising. 


YOUNG & RUBICAM, INC. 
ADVERTISING 


New York, Chicago, Detroit, San Francisco, Hollywood, Montreal, Toronto, London 
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To women 
who seé spots 


? 


before their eyes — 


So, to help you out, we’ve put all our ingenuity 
and energy into studying the best methods for 
brightening up grease-stained furniture. 


Tor chesr up your Chaird 


First, we cleaned our own furniture. But it wasn’t 
badly soiled. So we got some that was. We had 
chairs sent in to Good Housekeeping. Badly 
stained chairs that had seen yeoman service. 


OY gel the upholstered chair that’s war-weary 
today. 


You could put up with a little middle-aged sag in 
the springs, if only those doggone spots wouldn’t 
stare you in the face! 


One was the Mister’s favorite chair, in the house- 
hold from which it came. 


Shine 'em up? We try dozens of products, wet cloths and 
dry, circular movements, and back-and-forth techniques— 
before we tell you which method we find best for polishing 
wooden furniture. 


Ugly spots, that show where heads have rested, 
where hands have left their imprint! They're a 
constant evesore. 

O golly, what wouldn’t you give for a new up- 
holstery job. But that'll have to wait—and you 
know it. 


with grease stains on chair backs—they kept ’em off with 
easy-to-wash doilies. But in those days women didn’t have the 
help they get today in solving every kind of household problem. 


We know it, too -here, at (sood Housekeeping. 


e The advertisement reproduced here 
is one of a series being published in 
newspapers from coast to coast. To 
consumers who are your ultimate 
customers it tells the ‘‘behind-the- 
scenes’’ story of Good Housekeeping, 
and so enhances the value of adver- 
tising in this leading women’s ser- 
vice magazine. 


The Mister used hair ointment. The ch 
showed it. 


Here was no ordinary problem of removing s'! 
face dirt. This called for a consultation. 


You see, when our household experts tackl« 


if 


of 
‘ 


problem like this, they don’t have to solve it sing « 


handed. They have the benefit of advice from « 
people w 


many textile and laboratory people 
wide experience in comparable fields. 

That’s how it was with the problem of the so! 
chairs. Up to our elbows in cleansers—surroun: 


by textiles and rugs and furniture—we pooled « 
knowledge and skills. 

We experimented with all sorts of solvents. W 
liquid shampoos. With dozens of new products t! 


came into our laboratories. 
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We tried different cleaning techniques — various 
methods of applying cleansers, both wet and dry 
—and noted the results. 


And—eventually—we hit on a combination 
method that licked the spots. Then we reported to 
you in the pages of Good Housekeeping. 


We gang up fot your sake 


When you read household cleaning advice—or any 
other advice—in Good Housekeeping, it has usually 


Good Housekeepi 


aah agent | 


been preceded by just such a joint effort on our part. 


For we bring a// our experience to bear on each 
of your daily household problems. 


When we tell you how to apply wax and polish 
to wooden furniture, it’s only after our chemists— 
as well as our home economists—have had their say; 
only after we’ve done the job, ourselves. Done it 
again and again and again—to find a way we 
consider best. 


When Good Housekeeping prints advertisements 
for cleansers or polish or anything else, it’s only 
after we’ ve demonstrated—by study, analysis, and 
practical use-tests—that these products will give 


The Homemakers’ 
Bureau of Standards 


you good service, that the directions are clear and 
easy to follow. 


That’s why you've learned to have faith in us. 
And we consider our years and money and effort 
well spent to earn such faith. 


Because we want to hold that faith, we make 
you a pledge—and it is this: 


That at no time, and not for any reason, 
or any profit, will any page of Good 
Housekeeping — editorial or advertising 
—trade unfairly on your trust. 


cant 0 


R "0 OF 
Ye 


< > 
* Guaranteed by ~ 
Good Housekeeping 


Hoy , WOEFECTIVE OR ow 
45 aovertisen WS 


We give this seal to 
no one—the product 
that has it, earns it. 


959 EIGHTH AVENUE, NEW YORK 19,N.Y. *% BUY VICTORY BONDS 
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Expands Advertising 

Murray-Selby Shoes Ltd., Lon- 
don, Ont., is using four-color pages 
in Canadian national magazines 
for the first time. J. J. Gibbons 
Ltd., Toronto, is the agency. 


Rather Made V.P. 


Maxwell Rather, manager of 
the eastern district of Johnson 
Service Company, Milwaukee tem- 
perature controls manufacturer, 
has been elected a vice-president. 


@ design 
@ retouching 


VOGUE-WRIG 
469 EAST OHIO STREET ° 


Specialists in 


CATALOG ILLUSTRATION 


@ layout 


@ illustrations 
@ lettering 
@ photography 


America’s Largest and Most Complete Commercial 
Art and Photograph Studios — Established 1914 
Address Department ‘’D” 


HT STUDIOS 


CHICAGO 11, ILLINOIS 


Petroleum Group 
to Poll Opinion; 
Weighs Campaign 


New York, Nov, 29.—As a pre- 
liminary measure to what some 
industry sources — perhaps wish- 
fully—consider a possible $1,000,- 
000 advertising campaign, Ameri- 
can Petroleum Institute has desig- 
nated Opinion Research Corpora- 
tion to conduct an intensive poll 
of public attitude towards the in- 
dustry. 


$50,000 Appropriated 


The opinion survey will cover 
the country intensively, ADVER- 
TISING AGE was told, in an effort 
to determine objectively the con- 
tent and sources of public atti- 
tudes toward the industry. The 
institute appropriated $50,000 for 
the study, under a subcommittee 


Advertising Age, December 3, 1945 


of the public relations committee, 
headed by Ralph Champlin, Ethyl 
Corporation. 

Mr. Champlin said that the ob- 
ject of the survey is to present to 
the industry a picture of the roots 
of negative attitudes and their 
/geographical and economic loca- 
tion so that appropriate public re- 
lations measures may be taken. 


Favor API-Run Campaign 


Many members of the API 
favor a large-scale institutional 
campaign to be conducted by the 
API based on results of the study. 
Others support individual action 
by local and regional associations 
and companies. 

Western Oil & Gas Association, 
Los Angeles, has embarked on a 
$300,000 advertising campaign, in- 
cluding a Walt Disney educational 
film, but is the only major re- 
gional group with such plans at 
this time. 

Results of the study are ex- 
pected to be made available to 
API members by March, 1946, but 


because of the unwieldy structure 


John Dore, President Putnam County (Ill.) State Bank, 


examines the Capper’s Farmer Subscription list and 


All over the rich Farm lands 


of mid-Am 
CAPPER’S 


@ Pseudo-farmers are not invited to become read- 
ers of Capper’s Farmer. But if a few slip by, our 
editors dust them with that sure-fire editorial DDT 
called “practical farming,” written in the style that 


a practical farm 


Pseudo-farmers hate this— practical farmers thrive 


on it. 


And that, in brief, is why John Dore of Putnam 
County, Illinois, and bankers like him all over the 
rich farmlands of mid-America can give the highest 
praise to the farmership of Capper’s Farmer sub- 
scribers. First—they are producing farmers. Second 
—they are alert, capable, and solvent farmers who 


erica bankers praise 
FARMER subscribers 


er understands. 


have a standing with their local bank. 


Approximately 1% million of these farm families 
read Capper’s Farmer every month. They make a 
good living and some more besides. If you have 
what they need to make them live better still or 
earn still more you can do business with them. 


cA P 


= 


NO MASS LL-TOWN CIRCULAT gy 


FARMER 


The ONE National Farm Magazine that Speaks the Farmer’s Language 


é 


ELS Coe ory 


MERCHANDISER—This counter dis. 
play carton holds ten of the new 
Koiled Kords adapted from wartime 
uses for electric irons and other do- 
mestic and industrial appliances by 
Kellogg Switchboard & Supply Co., 
Chicago. Evans Associates handles the 
account. 


of the API and its multiplicity of 
interests, action on any advertis- 
ing program can not be expected 
until late in the year. 


Oppenheim, Collins 
Names Schmandt Head 


Frank Schmandt, for the past 
five years president of R. H 
White Corporation, Boston, has 
been elected president of Oppen- 
heim, Collins & Co. E. Perkins 
McGuire succeeds him as presi- 
dent. 

Oppenheim, Collins, a unit of 
City Stores Company, operates 
stores in New York, Philadelphia, 
Brooklyn, Buffalo, and in Garden 
City and White Plains, N. Y. 
R. H. White Corporation also is a 
unit of City Stores. 


Three Select Evans 


Evans Associates, Inc., Chicago 
agency, has been appointed to 
handle advertising of H. D. Rouse 
& Co., maker of printing equip- 
ment, and the Eureka Company, 
Rock Falls, Ill., builder of hearses 
and ambulances. Bell & Zoller 
Coal Company, Chicago, operator 
of southern Illinois mines, has ap- 
pointed Evans’ public relations 
division to handle national dealer 
public relations for the coming 
year. 


Leam Begins Campaign 


Leam Publishing Company, pub- 
lisher of Two to Six, new maga- 
zine for parents of young children, 
has begun a newspaper and radio 
campaign covering approximately 
40 cities. Friend-Sloane Advertis- 
ing Company, New York, is the 
agency. 


WINSTON-SALEM 
GOES RIGHT ALONG! 


We've always contended that 
Winston-Salem isn't a “boom’ 
market . . . that its business ac- 
tivity is not marked by “peaks and 
valleys". Rather, Winston-Salem 
has been building for years . 
steadily showing gains in industria! 
activity . . . steadily attracting 
new industries that come to stay. 


| For advertisers this means that 
Winston-Salem is a "steady" mer- 
ket . . . easily predictable from 
year to year. The people here ave 
/ ACTIVE they are gainfu'y 
employed and well able to buy the 
things you have to sell. 


JOURNAL and SENTINEL 
Winston-Salem, N. C. 


National Representatives: 


KELLY-SMITH COMPANY 
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WILL YOU 
LOOK AT THE 
\ WAY THOSE 

| FOLKS WRITE IN / 


SCARLET FEVER PATIENT THAT REMINDS THAT’S WHAT HURTS MOST 


counter djs. 


om warn Dear Editor: Was I glad I still had the piel seal —_— da th 

peed utter do sows ma Gr i: 8 nds Pe My LITTLE Dear Editor: There are no truer words than : 
k Supply Co,, ) Cap Bicigien: peta na teats GIRL SAID those expressed by Betsy Barton in To Live Again 
tes handles the Gruenberg’s article, Happy Hours of Conva- 
—$_ lescence. We have just had a scarlet fever in your May issue. I have been crippled myself 
agg quarantine removed and you can imagine how since birth. I have no deformed or paralyzed 

be expected helpful her suggestions were! limbs, only involuntary movements of the head, 


Pe 


When our four-year-old Sandy began looking neck and hands. Thoughtless 


llins : ; 
longingly out of the window at the others having : 
it Hea ; children and unwise people 
hie. ee . fun—well! Even books, scissors, paste and toys lacked new HAVE / SEEN 
ma ; le like . 

a zest. As she expressed it, after studying one of her can cause people THOUGHTLESS 
a ge “set-well cards” of little girls in hoop skirts and us deep injury. 

. rKINS 
m as presi- pantalettes, dancing on the lawn and calling her to 
5, a unit of join, ‘‘Mother, I’ll be so happy to get out that I'll M. B. R. 
ay, operates J 99 
Philadelphia, dance so hard my pants will fall, too! Houston, Texas 
d in Garden 
ains, Nm. Y. : Mrs. A. H 
ion also is a caniee-And 

S. Coventry, Conn. 

Ins 
Inc., Chicago a 
ippointed to 
H. D. Rouse Ne 
ae equip- 
ca Company, 
er of vem é ~~ a —_ 
4 Bote SINCE | MET YOU... 


lic relations EDITOR’S NOTE: 


Sows, Rae op. / WONDER WHAT THE SPHINX THINKS ? 


tional dealer To satisfy all of your many requests, we repeat the poem which was found 
the coming by a Private on the body of a soldier killed in action. The Private sent it to his 
wife who forwarded it to James J. Walker. He read it over the air and we 
: BRIDE OF THE NILE subsequently published it in our June, 1944 issue.—THE EDITOR. 
nen , Since 1 Met You, I’m Not Afraid 
mpany, pub- Dear Editor: I am a war bride 
new maga- . ‘ Look, God, I have never spoken to You, Well, I guess there isn’t much more to say, 
ing children, (my husband is a pilot). At home But now I want to say how do you do, But I’m sure glad, God, I met You today. 
er and radio : : You see, God, they told me You didn’t exist, I guess the “‘zero hour’’ will soon be here, 
proximately in Alexandria, Egypt, I used to And like a fool, I believed all this. But I’m not afraid since I know You’re near. 
ne Advertis- : 
York, is the read your magazine and really Last night from a shell hole, I saw Your sky The Signal! Well, God, I'll have to go. 
enjoyed it. I like very much the I figured right then they had told me a lie I like You lots, this I want You to know, 
; oe Had I taken time to see things You made, Look now, this will be a horrible fight, 
—— story, Bride of the Nile, in the I'd have known they weren’t Who knows, I may come to Your house tonight. 
. calling a spade a spade. 
May issue. I know all the places iinet imiaas Though I wasn’t friendly to You before 
LE : I wonder, God, if you’d shake I wonder, God, if You’d wait at Your door. 
M Nefisa Fedil talked about. my hand. Look I’m crying! Me! Shedding tears! 
ALONG! Sometimes I feel so lonely Somehow, I feel that You will I wish I had known You these many years. 
understand, 
and there is nobody over Funny I had to come to this hellish Well, I have to go now, God, good-bye! 


Strange, since I met You, I’m not afraid to die. 


tended that : place, 
e “boom” here with whom I can Before I had time to see Your face. —Frances Angermeyer 
leaeiadie:-acs talk about home. That’s 
"peaks and why this story meant so 
nston- Salem much to me. N WINGS LIKE THIS HIT HOMES 
" years . Mrs. F. O’N. . 
in industria! Windsor, Ontario, Canada _— 
y attracting ) 


yme to stay. 


means that 
teady" mer- 
ctable from 
ple here are 
are gainfuly people—the kind we all know, like to knew. They are our close friends—and they 


Letters like these tell a lot about True Confessions. They flood in from alert, average 


‘ to buy the will be your close friends, your customers, when you start using their ‘“Magazine for 
; a Better Life’’ to tell these 2,000,000 buyers how you, too, can help them live better. 
-ENTINEL T R U E C O N F E ay % ‘ $3 NJ ty Bought at newsstands by more than 2,000,000 
N.C women a month for the living service it gives. 


tatives: ‘Wrase A, 
MPANY 


FAWCETT PUBLICATIONS, INC., 295 Madison Avenue, New York 17, N. Y., World’s Largest Publishers of Monthly Magazines 
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CAN 15,000,000 
NEW HOMES — \. 
| LIKE THIS CREATE? 
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ANSWER: MILLIONS UPON MILLIONS OF JOBS FOR EX-SERVICE- 


MEN, EX-WAR WORKERS AND CIVILIANS—PRODUCING NOT ONLY. 
THESE HOMES BUT EVERYTHING THAT GOES INTO” 


ae 


OREWORD: There are “older” business magazines 
n the building industry than we are. But their very 
nge makes Practical Builder more alive, more alert, 
nore action-minded. Are we the best buy in the field? 
Read the facts below and see for yourself. 


There is a lot of talk all over America today, on the 
ubject of peacetime jobs. 

There are the 60 million peacetime jobs of Henry 
Vallace. 

here are the 50 million peacetime jobs of the eco- 
iomic experts. 

ndoubtedly, the actual figures are somewhere in be- 
ween. 

But this one fact is certain: Somehow, somewhere, and 
n mighty short order, America has got to create 
nough jobs—not in Government but in private indus- 
ry—to yield an annual national income of around 157 
billion dollars. 

nly in this way can we pay off our war debt, lend 
ioney to foreign countries, absorb the billions of lend- 
ease and war materiel for which we will never be paid, 
~ get this country out of the red—in more ways 
lan one, 


* % * * * 


) Nov in America’s peacetime economy, certain great 
industries lead the parade. 


Among them are the motion picture industry, the auto- 
lotive industry, the food and clothing industries, our 
Own building industry, and many others of varying 
legrees of importance. 

ll these the building industry is, excepting only 
avr culture, not only the greatest in actual direct dollar 
and job volume, but is even several times greater in 
he number of indirect dollars and jobs it creates in 


*ve’y salary and wage bracket, and in every walk of 
example, take the 15 million postwar homes which 
are (0 be built in the next 10 years. 

It 


true that into the building and equipment of 
15 million postwar homes, will go vast quantities 
\ilding materials and supplies. (In 1939 alone, 
ica’s practical builder-contractors and building 
rial dealers bought, handled and used $250,000,000 
mber, $125,000,000 of millwork, $85,000,000 of 
and varnish, $75,000,000 of cement, $25,000,000 
vypsum products, $34,000,000 of wallboard and in- 
ion, $20,000,000 of clay products, $65,000,000 of 
alt roofing, and over $500,000,000 of plumbing, 
ing, home appliances and other building equip- 


»\ that is only the beginning. Each of these 15 mil- 
postwar homes will have to be equipped, furnished, 
N0 


maintained, repaired, lived in, eaten in, slept in, 
dressed in. 

Which means that into each of these 15 million post- 
war homes will be sold practically every kind of con- 
sumer goods and services made in America: 
—Refrigerators, washing machines, vacuum cleaners, 
floor polishes, telephones, radio sets, toasters. 
—Furniture, drapes, shades and blinds, rugs and car- 
pets, sheets and pillow cases. 

—Towels and bathmats, crockery and utensils, china 
and silverware, soaps and toothpowders, shower cur- 
tains and linoleum, cake mixes and cookies, canned and 
frozen vegetables, dehydrated meats and fruits. 


In short, stretch your imagination to the outside limit 
and you get some idea of how many total postwar jobs 
and dollars will be created by these 15 million postwar 
homes—not to mention the millions of homes already 
standing now. 
This is why America’s postwar home market is “Mar- 
ket No. 1” for quick jobs and prosperity. This is why 
all forms of light construction—not only homes but 
stores, churches, schools, bowling alleys—are so vital 
to American postwar reconversion. 
And this is why America’s vast building industry, 
sound and healthy in spite of wartime limitations and 
restrictions, is all set to lead the way in creating more 
than its share of the millions of jobs and billions of 
dollars which will keep America solvent. 
* *% * %* * 

Now these millions of postwar homes will not be 
erected at so-called “Government expense.” 
They will not come as the result of vast public housing 
projects or Government planning. 
They will be built, supplied and equipped by America’s 
practical builder-contractors and building material 
dealers, and by nobody else. 
And the top 58,000 of these practical builder-contrac- 
tors and building material dealers read each month, 
from cover to cover, the leading magazine in their 
field, Practical Builder. 
In this vast building industry, whose postwar dollar 
and job volume is almost astronomical, Practical 
Builder offers you the world’s largest paid individual 
circulation among builders. 
This top-flight paid circulation has been richly earned 

not “jerry-built.”’ 
First, we built a “controlled” and bulk circulation of 
70,000 readers. 
Second, we tested our editorial know-how and _ pub- 
lishing policy with these readers for 2 solid years. 
Finally, when we knew exactly where we were going, 
we converted this controlled circulation into the 58,000 


: The above advertisement is the exact “spread” size of Practical Builder—the only publication in the building field in which you can display your sales message ir. space as large as t. 


THEM! 


individual paid subscribers we have today. 
These 58,000 subscribers represent not only the mass 
but the “class” of builder-contractors. Included are 
the great operative builders in the multi-unit home 
construction field—builders like David Bohannon of 
San Francisco, Hugh Potter of Houston, J. C. Nichols 
of Kansas City, John Mowbray of Baltimore, Joseph 
Merrion of Chicago, the Levitts of Long Island, George 
Goudreau of Cleveland, Waverly Taylor of Washing- 
ton, Wallace Johnson of Memphis, Fred Trump of 
Brooklyn, Lester Preu of Miami, Fritz B. Burns of 
Los Angeles, and Earl Colomb of New Orleans. 
There are other publications in our field. We invite 
you to look at them all. The closer you look, the more 
you will realize how much more Practical Builder has 
to offer—to its readers, and therefore to its adver- 
tisers. 
The men who subscribe to Practical Builder—who read 
it and use it—are the men who build, repair and main- 
tain not only homes but farm houses, barns and out- 
buildings, stores and garages, public buildings and 
additions, small factories, schools, churches, bowling 
alleys, theatres, hospitals and other institutions— 
covering the whole vast field of light construction. 
And it is good business for them to use, in every job, 
the materials and equipment they know best. 

*% * % % * 
Ever since its inception, Practical Builder has been 
keeping these men informed on what to use and how to 
use it. Our editorial and advertising policy is one of 
“know-how.” We call ourselves the How-To-Do-It 
paper, and that is exactly what we are. 
So no matter what you make or sell in home construc- 
tion, Practical Builder is ‘““Market No. 1” to get it sold 
to, and used by, the men who do the building. Our 
58,000 paid individual subscribers are the most alert, 
most progressive, most action-minded building contrac- 
tors and building material dealers in America. Prac- 
tical Builder, 59 East Van Buren St., Chicago 5, Ill. 
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Two Appoint Posner; 
La Barbera to Agency 


Universal Handkerchief Com- 
pany, New York, and Pelham Sci- 
entific Projects, Pelham, N. Y., 
have appointed Posner Advertis- 
ing Agency, New York, to handle 


their advertising. 

John La Barbera, formerly of | 
Ray-Hirsch & Waterston, New) 
York, has been appointed produc- | 
tion manager of the Posner'| 
agency. 


3 


S S Flexible Paste Cold Padding 
Compound for Tabbing and Bookbinding 
$2.00 per quart, $6.00 per gallon 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave. Cen. 3373 Chicago 1 
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Ads to Promote 
Rayon vs. Cotton 
in Tire Cords 


American Viscose, 
Industrial Rayon 
to Spend $600,000 


Akron, Nov. 29.—Rayon has 
stepped out promotionally far in 
advance of cotton as tire cord 
material with two of the largest 


producers—American Viscose Cor- | been 


trial Rayon Corporation, Cleve-| stressing rayon cord in its adver-, expected to exceed $200,00\. 


land, planning $400,000 and $200,- 
000 campaigns respectively to pro- 
mote the use of rayon for this 
purpose, . 

The National Cotton Council’s 
over-all promotional budget for 
1946 is expected to be in the 
neighborhood of $600,000 (AA, 
Nov. 26), but Southern legisla- 
tors headed by the Pace commit- 
tee of the House are expected to 
assist in boosting cotton use. The 
Pace committee recently released 
the results of tests citing an im- 
proved cotton cord as superior to 
rayon cord. 


Goodyear Starts Rayon Copy 


B. F. Goodrich company has 
advertising cotton fabric 


poration, New York, and Indus- | while Goodyear was the leader in 


Advertising Age, December 


tising copy. At present, rayon 
|cord being cheaper than cotton 
| cord, indications are that the ma- 


| jority of manufacturers will go to | 


|rayon unless cotton proves con- 
| clusively superior. 

Preceding American’s 1946 cam- 
paign and its own plans for next 
year, the current Industrial Rayon 
campaign through Al Paul Lefton 
Company will go to full-page 
color in American Magazine, The 
American Weekly, Collier’s, For- 
tune, Liberty, Look and The 
Saturday Evening Post. Industrial 
will also run two 1,000-line inser- 
tions in newspapers in all cities of 
more than 100,000, combining di- 
rect mail and business paper ad- 
vertising with this drive. 

Industrial’s 1945 advertising is 


| 


} 
' 


ATLANTA 


... fHE 
JOURNAL 


ANNOUNCES 


FOR 


ADVERTISING IN 
ITS SUNDAY 
MAGAZINE 


THE ATLANTA 


urnal 


MAGAZINE | 


SEPCRRER 8 PERReeSER 


of $1,000 drops to a $785 


January | full color will be accepted in less 
than page size. With one exception all open 
rates—full color, duotone, monotone—are 
lowered. Most substantial reductions are 
based on multiple insertions. 
the new card write Sawyer-Ferguson-Walker 


or The Atlanta Journal. 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


SOUTH’S LARGEST CIRCULATION 


. » Cireus Is Coming | 
LASS ES Wo enees 


Publication of The Journal’s new Sunday 
Magazine began January 7. For the first 
seven months 1945 it is second only to the New 
York Times Magazine in total lineage carried by 
any newspaper magazine supplement. 
immediate advertiser acceptance makes possible 
publication economies which are reflected in 
the new rate card. It becomes effective 
January 1, 1946. Present full color page cost 


} 
| 
| 
| 


This | 


minimum*. After 


For a copy of 


* 52-time page rate. 
Open rate, one time, 
drops to $850.00. 


| manager. 


» 194 


American Viscose, throug 
Mathes, Inc., New York, plang 
| $400,000 campaign in 1945 ;, 
cluding schedules in B 
Week, Collier’s, Nation’s B 
The New Yorker, The Sa 
Evening Post, United State; 
and the Wall Street Journal apj 
Journal of Commerce. B ‘ 
papers will also be used, a: we 
as newspapers in Akron. 


Hill to Continental 


Ray A. Hill, formerly with thd 
public relations staff of Curtj 
Publishing Company, has been ap 
pointed director of public apg 


trade relations for Continentg 
Distilling Corporation, Phila 
delphia. 


Brumby Joins ‘This Week 


James R. Brumby, formerly a¢ 
| vertising director of the Atlant 
| Journal, has joined the staff 4 
This Week Magazine as southery 
He will make his head. 
quarters in Atlanta where Thi 
Week will soon open a southern 
district office. 


. 


Writers Make 
READERSHIP 
And Readers Make 
SALES— 

Then LOOK 

At This List! 


— 


George E. Sokolsky 
Walter Winchell 
Westbrook Pegler 
George Dixon 

Paul Mallon 
George R. Brown 
Benjamin De Casseres 
Elsie Robinson 
Mary Haworth 
Arthur ‘Bugs’ Baer 
E. V. Durling 

Bob Hope 

Henry Mc Lemore 
Caswell Adams 
Bob Considine 
Whitney Martin 


NEWS and PHOTO SERVICE 


Full Wire—International News 
Service 

Full Leased Wire—Associated Press 

Special A.P. Sports Wire 

International News Photo—Sound 
Photo 

Associated Press Picture Service 

International News Photo Service 

The Capital District's Greatest 
Photographic Staff 


+ Ot OF OF OF OF Ot OF OO OE OE OO OO 


The Times-Union is read by. 
over 47,000 families each 
morning, and over 96,000 
families each Sunday. 


QWbany 
IMES-UNIO 
; DAILY and SUNDAY 
A HEARST NEWSPAPER 
Represented Nationally b, 


HEARST 
ADVERTISING SERVICE 
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SUNDAY 


WS PAPER 


The Hearst N ewspapers 


long ago called for invincible U.S. 


AIR POWER 


6) SS NE Do eam 


New York American, March 12, 1937 


“Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can be 
done, but whether it ought to be done, and 
if it ought to be done, to so exert the forces 
of publicity that public opinion will compel 


it to be done.”’ 


In 1910 the Hearst Newspapers predicted that when 
war broke out flying ships in the air would defeat 


and destroy fighting ships upon the water. 


In 1914 the Hearst Newspapers predicted that air- 
craft launched from naval vessels might someday 


destroy great cities. 


In 1924 the Hearst Newspapers pointed out that the 
surest way to peace for America was to build an 


unbeatable air force. 


In 1925 the Hearst Newspapers strongly supported 
the campaign of the late General “Billy” Mitchell 


for greater emphasis on military air power. 


In 1926 the Hearst Newspapers criticized Army and 
Navy Brass Hats for failure to develop air strength 


and strategy. 


In 1928 the Hearst Newspapers pointed out the 
menace to our peace and safety that lay in Germany’s 


great and growing strength in commercial aviation. 


In 1934 the Hearst Newspapers again called upon 
Congress and the Roosevelt administration for the 


building of a formidable air force. 


In 1935 the Hearst Newspapers called our $13,000, 


000 budget for air defense “hopelessly inadequate.” 


In 1937 the Hearst Newspapers called attention to 
the fact that America stood almost at the bottom of 


the list of great nations in building war planes. 
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FCC Request for 


Funds Brings New 
Attack on Radio 


Porter Rejects Plan 
for U. S. to Run 
FM, 'Pocket' Profits 


Washington, Nov. 28.—Radio’s 
Congressional relations were ob- 
viously in a bad state last week, 
when the House appropriations 
committee was considering a re- 
quest for $785,000, necessary if 
the FCC is to process hundreds of 
new FM, television and standard 
licenses during the next seven 
months. 

The fire was directed at over- 
commercialism once more, with 
FCC Chairman Paul Porter placed 
in the awkward position of re- 
jecting suggestions that the gov- 
ernment retain and operate the 
FM channels. 

It wasn’t any chance discussion, 
either, for it was led by Rep. Clar- 
ence Cannon, chairman of the 
powerful appropriations commit- 
tee, and it involved a flock of 
prominent Congressmen from 
both sides of the aisle. 


Cites BBC Operations 


Rep. Cannon, it develops, has 
returned from a trip abroad won- 
dering whether the American 
system of broadcasting is all that 
its advocates say it is. 

Great Britain, he says, is mak- 
ing $20,000,000 a year on BBC. 
“Their system is that the govern- 
ment gets the money, and ours is 
that the private firms cOme in 
and are given a monopoly as a 
free and gracious gift. 


“Furthermore, these private | 


In POWERLAND Lingo.. 


266 personal chats with 


POWER PLANT ENGINEERING re.ders 
bear out the wisdom of slanting your adver- 
tising copy to the many operating and main- 
tenance problems of your power-engineer 


customers. 


It also pays to talk their workaday language 
wherever you can—use plenty of installation 
hookups, sectional drawings, maintenance 
hints and performance tables to make your 
ads meaty and idea-ful. 


Our field-bulletin, “Where engineers need 
help’, suggests how to tune your messages 
to this basic market. Ask for free copy. 


$3 W. JACKSON BLVD. CHICAGO 4, ILL. 


systems come in and litter the air 
with continual advertising, com- 
mercials, plug uglies. You don’t 
turn the radio on any time but 
that they are telling you about 
somebody’s beer or pills.” 

“Tf it were oil in the ground, 
or coal or uranium, or anything 
of that sort, and we were to 
transfer it to some private com- 
pany, the government would get 
payment for value received,” Rep. 
Cannon commented. 


‘Become Multi-Millionaires’ 


“But here we transfer to these 
companies, who have nothing but 
a little machinery, a very valuable 
right, and they suddenly become 
multi-millionaires because the 
United States government has 
transferred to them gratis a chan- 
nel on the air which belongs to 


| the American people.” 

It fell to Mr. Porter to reject 
the idea that the government 
could run FM, and make money 
out of it. “I recognize the de- 
ficiencies you mention,” he said, 
“but I think BBC suffers from 
bureaucratic ailments. It does not 
have the ingenuity, brilliant tech- 
nique and type of program talent 
that characterizes the private en- 
terprise system of American 
broadcasting at its best.” 


Industry Must Police Self 


Insisting “I would not like to 
see the government in the radio 
business,” Mr. Porter pushed away 
the suggestion that FCC “should 
protect the people from the con- 
tinuous din of selling propaganda 
that comes in over the air.” He 
said that was a job the industry 
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must do for itself, but he said 
that the industry would not be 
able to do that job until the new 
FM stations are set up, permit- 
ting the forces of competition to 
come into play. 

Congressional interest was stim- 
ulated by the report that stations 
were making 200% profit on their 
investment, Chairman Porter 
pointed out that they paid “an 
enormous federal corporative and 
excess profits tax.’ Rep. John 
Taber, hard-hitting Republican 
leader on the committee, brought 
up the proposal of a “franchise 
tax,” already advocated by Sen. 
Kenneth McKeller, chairman of 
the Senate appropriations group. 


Says Others Crowded Out 


Congressional interest in the 
economics of broadcasting was ad- 
vanced by Rep. Louis Ludlow of 


Indiana, who questioned w heth, 
the commission should renow jy, 
censes merely because a <tatjp 
operated “in good conscien:e an, 
in the public interest.” “In 4 wa, 
that seems fair,’ he said “but 
on the other hand there may jg 
many people who would lke 4, 
have the station and they ay 
foreclosed.” 

Mr. Porter was forced to justify 
newspaper ownership, too. “Hay. 
ing run a small-town newspape, 
myself,” he said, “I know thy 
when a radio station in a smaj 
town has to split the advertising 
revenue with an _ independey 
newspaper, you are likely to haye 
a very mediocre radio station jy 
that field.” 

Rep. Louis Rabaut drew out th. 
fact that FCC is soon to recon. 
mend legislation to assure mor 
local programming on Stations 


FOR FLYING FANS 12 to 18. Tomorrow's 
plane buyers. 46% bonus over 250,000 
A.B.C. guarantee in 1944, before paper 


shortage. Same 


Estimated readership 1,250,000. Published 
monthly. BIG ROTO SECTION 


THE PARENTS’ 


guarantee holds again. 


INSTITUTE, INC. 


FOR BOYS AND GIRLS 8 to 16. Enthusias- 
tically read by young folks. Heartily ap- 
proved by parents and teachers because all 
the features are true! Guaranteed circulation 
750,000. Estimated readership 2,250,000. 
Monthly. ALL FULL-COLOR 


52 VANDERBILT AVENUE, 


| 


THEZ PUBLISHERS O} 


b 


PARENTS’ JUNIO 


FOR BOYS AND GIRLS 8 to 16. Thrill og 
youngster-appeal — with educational va ve 
approved by parents, teachers. Guarant ed 
circulation 250,000. Estimated readers \'? 
1,250,000. Bi-monthly (alternating » ith 
Sport Stars). ALL FULL-COLOR 


— 


g 


. 


*Parents' Institute conservatively bases | 
estimated readership on five readers F 
per copy, although national surveys Ff 
BR} show much higher figures due to swap- 
| ping among boys and girls. > 
i: e eS ee 
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The FCC chairman said the sub- 
t “is very hot” and would not 
scuss it on the record. 

Whether the legislation would 
require certain amounts of time 
in various segments of the day 
for lcval programming, or whether 
it would be in another form, was 
not revealed. Mr. Porter did ob- 
serve that the tax laws have been 
a big factor in connection with 
national radio advertising. 

asking $785,000 in new 
the FCC chairman de- 
scribed the job of processing 
nearly 700 FM applications, 150 
for television, and nearly 400 for 
standard stations. Other work 
would be in new services, such 
itizens’ radio service, urban 


funds, 


as 
transit services, railroad radio 
and others. 

On July 1, 1945, Mr. Porter 
said, FCC had issued 36,000 li- 


censes to various types of stations. 
By July 1, 1946, the figure will 
jump to 141,789, he predicted, and 
by July 1, 1947, to 426,000. 


Pfeffer Joins Schnefel 


George Pfeffer, formerly asso- 
ciated with Helene Curtis Indus- 
tries, cosmetics division of Na- 
tional Minerals Company, Chi- 
cago, has joined Schnefel Brothers 
Corporation, Newark, N. J., maker 
of La Cross products. 


McConnell Made Editor 


John G. McConnell, president 
and publisher of the Standard, 
Montreal, has become its editor, 
replacing A. D. Dunton, who re- 
signed to become chairman of the 
Canadian Broadcasting Corpora- 
tion. Mark Farrell, former as- 
sistant general manager, has been 
appointed general manager. 


Griscom Leaves Nashville 
Papers; Armistead Named 


J. Thomas Griscom has re- 
signed as advertising director of 
the Banner and Tennessean, 
Nashville, to become executive 
vice-president of Southern Agri- 
culturist Publishing Company, 
Nashville. He will probably oc- 
cupy a similar position with Texas 
Farm & Ranch Publishing Com- 
pany, Dallas, after Jan. 1. 

Mr. Griscom will be succeeded 
by Jim H. Armistead, former re- 
tail advertising manager of the 
Nashville papers. 


Canada Dry Promotes 


Canada Dry International, Inc., 
has advanced Francisco Mezquita, 


formerly contacting bottlers, to 
sales promotion manager of sal 
foreign operations. 


Nickel Expands Drive 

International Nickel Company, 
New York, will expand its 1946 
advertising to include 10 full 
pages in Collier’s and The Satur- 
day Evening Post, through Mars- 
chalk & Pratt. The company has 
also scheduled full-page monthly 
insertions in Dun’s Review, Forbes 
Magazine, Newsweek, Time and 
U. S. News, and about 90 news- 
papers. 


Stolper Names Kessler 
Otto H. Kessler Jr. has been 
elected secretary and a director of 


Stolper Steel Products 
tion, Milwaukee. 


Grace Bros. Appoints 


Grace Bros. Brewing Company, | 


Santa Rosa, Cal., maker of G B 
beer, has appointed Garfield & 
Guild, Advertising, San Francisco. 


PARENTS’ MAGAZINE 


lhe. We” 


{QUALITY GROUP 


FOR GIRLS 12 to 16. The teen-age 


bible. By far the largest circulation of any 
all-girls magazine — guaranteed 750,000 
net paid A.B.C. Estimated readership 
more than 2,250,000. Published monthly. 


ALL ROTO EXCEPT COVER 


COMICS 
PHOTOS 
FEATURES 


: we 


vo 
EW lire BOYS 8 to 18. Sport 
@ stories, feature articles, pho- 
tos, four-color comics section — all real, all 


true. Guaranteed circulation 250,000. Esti- 
mated readership 1,250,000. Bi-monthly 
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mated readership 1,250,000. 
monthly. BIG ROTO SECTION 


NEW, fror cirts 7 to 

@ magazine to Calling All Girls 
—with the same powerful appeal to younger 
gitls. Guaranteed circulation 250,000. Esti- 


Published 


ils 


GIRLS - 


z A RS 


Corpora- | 


| 
| 


y STORIES | 


#owes 


NEW /commusts MAGAZINE FOR 
@ BOYS. Same all-out appeal 


among boys 8 to 16 as Calling All Girls 
has achieved in its field. Guaranteed cir- 


| 
_ THINGS TO DO 
culation 250,000. Estimated readership 


1,250,000. Monthly. BIG ROTO SECTION 


(alternating with Real Heroes). BIG ROTO 


360 NO. MICHIGAN AVEMUE, CHICAGO 1 + 603 PARK SQ. BLDG., BOSTON 16 


FOR YOUNG FOLKS 5 to 50. Really funny 
funnies for little and “‘big”’ children. Guar- 
anteed circulation 250,000. Estimated read- 
ership 1,250,000. Bi-monthly (alternating 
with Calling All Kids). ALL FULL-COLOR 


little ones love. 


ALL FULL-COLOR 


NE W. [ror BOYS AND GIRLS 4 to 9. 
@ Comics, stories and puzzles 
Guaranteed circulation 


250,000. Estimated readership 1,250,000. 
Bi-monthly (alternating with Funny Book). 


Ge Green 


Story 


GREENVILLE, S. €. 
("Mopuation) 34,734* 


The Greenville city limits 
haven’t been extended since 
1865. No wonder the official 
population reads 34,734 with- 
in the 1% mile radius. 


Get... 


123,000" 
PEOPLE 


live within 


of the: 


GREENVILLE 


Greenville’s 10 mile metro- 
politan population of 123,000 
places it on a par with Amer- 
ica’s 68th* city. Its retail 
sales of $53,276,000'** are 
higher than many cities of 
100,000 population, Green- 
ville County retail sales were 
the largest in South Caro- 
lina. It’s an “A” schedule 
market. 


— 


Ne News! 


=\ 


PIEDMONT \ 


wes bs See eR GAVERNMENT UNITE 
= ae ALEX Uncts re reste ae ee 
is ot 
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GET THE COMPLETE | 


103% family coverage of 
Greenville County. 62% cov- 
erage in the 8-county retail 
area of over 400,000 popula- 
tion. The Greenville papers 
are first on your South Caro- 
lina schedule. 


vepresented Nationally by 


WARD-GRIFFITH COMPANY, INC. 


*:940 Census 


**Sales Management Estimates—1944 


GREENVILLE 
100,000 + 
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pointed MacFarland, Aveyard &| 
Co., Chicago, to handle its account. | 
Magazine, radio and newspaper | 
advertising will be expanded. | 


To Willard Pictures 


Peter Vogel, formerly advertis- 
ing manager of _ International | 
Plastic Corporation, Morristown, 
N. J., has been named account 


|} ment 


$2,000,000 Branch 
Department Store 


Washington, Nov. 27.—Plans 
for a $2,000,000 branch depart- 
store in nearby Silver 


| Springs, Md., were announced to- 


day by Charles B. Duncan Sr., 
vice-president and general man- 


ze | - ment limestone front building. | 
ton omen Sour arlan Hecht to Build Additional floors will be added| 
of K Cc. baking powder, ‘has ap- | later. Air conditioning through- | 


out, escalators and elevators for | 
both freight and passengers are | 
included in the plans. Parking| 
space for 2,000 cars will be avail- 
able adjacent to the store, it was 
announced, | 


Massey-Harris Promotes | 
Two; Names Agency | 


Advertising Age, December 3. 194; 


Gil Hodges, of the New York Sun, has been host at a seri 


luncheons in Akron, Pittsburgh, Chicago, Milwaukee and De: j; 
at which Malcolm Johnson and Gault MacGowan, Sun war op. 
respondents in the Pacific and European theaters, respectively, jp. 
formed business executives of the outlook in those areas. . 
Hubbell Robinson Jr., former v.p. of the American networ|., \ 
writing a book on the hows and whys of commercial radio for the 


iv f Willard Pictures,| ager of The Hecht Company. : . , . . . ‘ 
+g as _ “We do not believe the branch E. F. Krein, formerly advertis- general public, to be published this spring by Ziff-Davis. He's «\s, 
store will supplant the downtown|ing manager of Massey-Harris| advising a new project, Storecasts, Inc., which plans wired commer. 
: unit of any great distributive or- Company, Racine, Wis., has been| cials and music into grocery supermarkets starting the first of the 
E ye ’ CA TCH ERS ‘zati ok tes ttn ware tee named merchandise manager. He! year, . . 
ganization, Dut by its very 10Ca~| is succeeded by James H. Dalton, iad whethee 
F. __| tion will supplement the parent/formerly assistant advertising eels tn. tied. ae 
: | FREE Weratest| institution,” he said. “We are| manager. — a ft 
| eolleetion | striving to provide greater shop-| In addition, the company has field, just pub- 
hak business. all situa: | ping convenience in those sections |@PPointed Klau- Van Pietersom- lished by D. Ap- 
= ons, Top models... . , : , Dunlap Associates, Milwaukee, to} pleton-Century, is 
Be fine photography. Mul-| where public buying habits have ; 1a : 
Se tiplies pull of promo-|. .. : handle its advertising. “Just Like a 
a | tions.” Shot new ach indicated a definite need for de- pa ee “aon ee* - we 
Y mon y su “*: . . - , = 
oa 7 | available. _' Money saa | oe store facilities and serv Ford Transfers Ball thored by Bare, ii 
Pee TURES, FREE prots| The branch will have 136,000|,, J- D. Ball, formerly manager of | Kidd, who ex- 
ae: and details on request. ; the Des Moines branch of Ford) plains the differ- 
oo No obligations. No| Square feet of selling space. It 
i: salesmen. : é Motor Company, has been ap-! ence between the 
ae # ot will house “all the essential de- : 
~|pointed truck sales manager of male and female 
‘ia 10 E. 38 St partments of a modern retail the company, with headquarters ind ith ind 
or EYE CATCHERS, BNC. Now York i6| store” in a three-story and base-/|in Dearborn, Mich. mind with specia 
ea emphasis on how 
a to sell women 
Be ts ONE OF A SERIES FEATURING THE MEN WHO “MAKE FREE & PETERS SERVICE through advertis- WELCOME—Gayle Vv. Grubb, new station manager of 
= ' ing. Mrs. Kidd is KGO, Frank Samuels, sales manager of the Americar 


network's 

Rhoades & Davis, San Francisco agency, get togethe 

during a luncheon in honor of Mr. Grubb at San 
Francisco's Bohemian Club. 


western division, .and Rufus Rhoades of 


associate copy di- 
rector of one of 
the large agen- 
cies, the jacket 
explains, but the agency remains naineless thereon. . 

Eleanor T. Vaughan, research editor of Modern Industry, is one 
of the American representatives to the International Women’s Con- 
ference in Paris, where she is giving a report on women in in- 
dustry... 

J. Albert Califf, gen’] mgr. of the Durkee Famous Foods margarine 
plant in Chicago, was guest of honor Nov. 16, when the Glidden Co. 
parent organization of Durkee, gave a luncheon in Cleveland t 
| celebrate his 25th anniversary with the company. A gold watch 
| was given to the honor guest by Adrian D. Joyce, pres. of Glidden. . 
Mark Finley, publicity director of the Don Lee network before 
his enlistment in the Army, has been awarded the Bronze Star fo: 
| outstanding work with the American and Allied press, radio and 
| cinema. Lt. Col. Finley is public relations officer of Delta Base sec- 

| tion, which covers 45% of the territory of France. . . 

Fred A. Bosin, program prom. mgr. of WNBF, Binghamton, N. Y., 

| handled the publicity and promotion for the local Community and 

| War Chest drive. . . Harry Dangerfield of the sales dept. of KDKA, 

| Pittsburgh, took the field not long ago—all dressed up with hunting 

| togs and hunting dogs. He came back empty handed. His six-year- 

old son Peter went out back of the house with a wooden gun and 
| his mongrel pup and the kid next door, and bagged a rabbit. . . 

Also in the public eye this month is Cranston Williams, gen’] mgr 

of the American Newspaper Publishers Ass’n., who appears wit! 

his son in Bachrach’s “Family 

Portrait” series, with a “like 
father—like son” caption. . . 

G. Vincent Butler, sales prom 
mgr. of Norte, Spanish-language 
mag., has been elected chairman 
of the employment committet 
of the current advertising and 
selling course of the New York 
ad club... 

Mary I. Barber, home eco- 
nomics dir. of Kellogg Co., wh 
served as expert food consultant 
to the Secretary of War, has re- 
ceived the Exceptional Meritor- 
ious Civilian award,, highest 
honor the Army can give t 
non-military person... 

Former ad director of Tin 
and now president of Templ 
University, Robert L. Johnson 
has gone to London as chairma! 
of a five-man committee to per- 
suade the UNO to make per! 
nent headquarters in Philade! 
phia. Also on the committee is Benjamin Eshleman, pres. of 
own agency in the Quaker City... 

Jack Gold, v.p. of James Gray, Inc., New York, was given a din 
at the Hotel Lexington to celebrate his 25th anniversary with 
company. He received a gold watch and, as a personal token f: 
Mr. Gray, a gold chain holding a key to the plant. . . John M. We/lfi 
Jr., pres. of the Associated Printers & Lithographers of St. Lo 
introduced the speakers at the group’s second annual graphic : 
dinner Nov. 14. Fred E. Winsor, exec. v.p. of the association, sta:¢- 
managed the successful event. . . 

Lt. Carl H. Ford, pres. of J. W. Ford Co., commercial typogra} 
of Cincinnati, now discharged from the Navy, has been cited 
“meritorious and efficient performance of duty as issuing su} 
officer on a provisions store ship in the South Pacific area f1 
March, 1944, to August, 1945.” ... And Art Tatham, former 
of Young & Rubicam, recently moved up from lieutenant to c 
mander in a period of only a few weeks. Promoted to lieuten 
commander in September, he received another promotion sho 
afterward when he was assigned as special assistant to the Un 
Secretary of the Navy... Arthur L. Thexton, v.p. in charge 0! 
sales and adv. of Clopay Corp., Cincinnati, is recuperating in | 
Jewish Hospital in that city where he underwent an operation 
Nov. 23... 


Four years, Northwestern Uni- 

versity, B.S. 

Eight years, Knox Reeves Ad- 

vertising, Inc., Minneapolis 

—Director of Radio 

One year, Overseas 
O.W.1., Head of 
Office 

Free & Peters (Chicago Office) 
since Nov., 1945 


Branch, 
Bombay 


Beat the 
drums! 


— it's 


LLOYD GRIFFIN! 


One month after F&P was founded (in May, 1932) an ex- 
ceptionally promising young man named Lloyd Griffin 
graduated from Northwestern University—and had we then 
known what we now know about Griff, we’d have hired him 
directly out of his cap and gown! But now we have him— 
after thirteen busy and successful years which have helped 
anal to make him one of the most outstanding men in radio. 
; Welcome to F&P, Griff—you are hereby appointed a full 


“F&P Colonel”! 


EXCLUSIVE 
REPRESENTATIVES: 


GR-WKBW ..BUFFA 
CK 


to 


| AT PEARL HARBOR — William H. 
| Hawes, former producer of the "Truth 
or Consequences" radio show, with his 
pet ocelot at the Navy staging center 

in Hawaii. 
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Perhaps we'll be accused of crowing a bit, but have you 
noticed the number of top-notch new men who have cast 
; their lot with F&P recently—the number of our old-time 
‘ hot-shots who are now beginning to return from the Serv- 
ices? Today more than ever before, F&P is aiming high, 
higher. highest in our exciting role as the leaders in our 
field. Being the leaders automatically makes us the target 
for others to shoot at—but that’s a healthy thing for spot- 
broadeasting in general. And what's good for radio is also 
good both for you and for us, here in this pioneer group of ite 
radio-station representatives. $ 
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HOUSTON 
A.OKLAHOMA CITY 
TULSA 


» FREE & PETERS, INC. | ss" 3 


and 
WRIGHT-SONOVOX, Ine. 


) Pioneer Radio Station Representatives 
Since May, 1932 


CHICAGO: 180 N Michigan NEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 11) Sutter, WOLLYWOOD: 6>31 Hollywood ATLANTA: 322 Palmer Bidg. 
Franklin 6373 Plaza 5-4130 Cadillac 1880 Sutter 4353 Hollywood 2141 Main $667 
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It was our monthly post-mortem, with everybody from 
our Editor-in-Chief to the office girl giving honest 
opinions of everything in the most recent issue. A sec- 
retary said, “Those nailhead pumps were stunning, 
but I think $22.95 is too high for our readers.”” Many 
staff members agreed, so we decided we'd have to keep 


lower prices in mind next time we picked shoes. 


But here’s what happened. The shop we’d credited 
was well stocked, but the owner had to send hundreds 
of checks back with, “Sorry, I can’t fill orders for three 


months.”’ Back came letters, “All right, Pll wait.” 


ie 


Vi 


&2e0000 08° 
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In spite of this proof that hundreds of MADEMOISELLE 


readers want good fashion, no matter what the price, 


we’re still keeping in mind the thousands who might 
think $22.95 a bit steep. (Witness the tremendous 
response to editorial mention of an $8.95 shoe!) 
True, we'll be showing $22.95 shoes from time to 
time. But not all the time. MLLE aims to keep all our 


readers and all their budgets in mind in every issue. 


VADEMOISELLE 
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To Moore & Hamm 


George Ehret Brewery, Inc., 
Brooklyn, whose advertising has 
heretofore been handled direct, 
has named Moore & Hamm, New 
York. The brewery will use news- 
papers, spot radio and outdoor 
advertising. 


Promotes Soap Powder 


Bu-Tay Products Ltd., Los An- 
geles, has launched a campaign in 
New York City newspapers to 


promote Rain Drops, a _ soapless 
detergent. Insertions point out 
that the “sky blue powder saves 
soap, cuts grease, softens water 
and blues all in one operation.” 
Glasser-Gailey & Co., Los An- 
geles, handles the account. 


Joins Kirkgasser-Drew 

Harry N. Baum, former adver- 
tising manager of Fairbanks, 
Morse & Co., Chicago, has joined 
Kirgasser-Drew, Chicago agency, 
as account executive. 


ing 620.000 total net paid. 


in touch with us for details. 
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WHAT-A GOOD BARGAIN 70DA Y! 


Scholastic Magazines give you the best bargain in white space in 
the Youth publication field today. No increase in rates for 1946. 


These rates are based on a 500,000 guarantee. Yet we are deliver- 


A cost of less than $2.70 per page per thousand, 620,000 subscribers, 
2.500.000 readers. And what readers they are—the very top of the 
Youth Market. the most alert and ambitious high school students! 


Yes, here’s a good bargain: economy with the highest quality. Get 


SCHOLASTIC MAGAZINES, 220 E. 42nd St., New York 17, N. Y. 


New Engraving Oven 


Electro - Matic Engraving Com- 
pany, Chicago, has developed an 
“infra-red” burn-in oven which, 
making use of infra-red lamps 
above and below engraving plates, 
permits uniform “burning in” of 
hot top enamel and eliminates 
“make-overs” experienced in use 
of gas engraving ovens. General 
Plate Maker’s Supply Company, 
Chicago, is distributor of the new 
oven. 


Betro’ in Operation 

British Export Research Organ- 
ization, organized by British ad- 
vertising agencies and manufac- 
turers to engage in market re- 
search in foreign countries and 
represent manufacturers and agen- 
cies abroad, has begun operations, 
Arthur Ethell is director of ad- 
ministration and Sinclair Wood 
is managing director (AA, Oct. 1). 


Sexauer Names Wiley 


J. A. Sexauer Mfg. Company, 
New York, plumbing supplies, has 
appointed Walter W. Wiley, New 
York. Magazines and_ business 
papers will be used. 
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Newspaper Industry Faces 
Own Postwar ‘Pearl Harbor’ 


Washington, Nov. 29.—If news- 
print rationing ends Dec. 31, 
ANPA’s self regulation had better 
work—or the newspaper indus- 
try will have its own “Pearl Har- 
bor” in the form of a furious 
Senate investigation which will 
please no one—except the leftist 
lobby, and the pressurites who 
market this sort of thing to 
trembling clients. 

After World War I, the Senate 
commerce committee did an au- 
topsy on newsprint prices, which 
drove hundreds of weeklies to the 
wall, and in this war the indus- 
try has had the continuing serv- 
ices of a Boren newsprint com- 


By STANLEY E. COHEN, Washington Editor. 


GLAMOR GRETCHEN 


In gay Vienna, Mme. Tabotska’s Wax 
Works needed a new Lady Godiva—a refill 


for an empty parked at dawn before the 


dean's domicile, by students full of pretzels 
and pranks. Mme. T called up the sculptor, 
bought a cast sight unseen. But, alas, when 
Lady Godiva arrived, she was more horse 


faced than the horse, with hair like hay, a 


dismal doll, a homely drip, whom Cupid 
might have shot with a shotgun, but never 
with his darts... 

Higgling for heroines or hosses is best 
done with the real McCoy—or a bona fide 
facsimile, and so is the buying of gravure. 


No longer need gravure users guess, or 
purchase printing without proofs. Intaglio 
progressives give alert advertisers previews 
on paper, mirror-likenesses that permit 
correction of a dimple, doubt, or digression, 
revision before reproduction. So when the 


INTAGLIO SERVICE 


A TEARFUL TESSIE! 


advertiser opens the paper to his message, 
he sees a four-star box office show... not 
shooting stars before his eyes! 

Intaglio service is simple to use. Just 
send us comprehensive layouts, the original 
photos or artwork, and type proofs—we 
make negatives, stage, retouch, combine in 
correct position in each of four color forms 
... give advertisers proofs, deliver positives 
to all cities on the list...save time and 
temper, cussing and costs. 


Wirn the most modern physical plant 
and ideas... full engraving facilities in 
both Chicago and New: York ...a trained 
staff of 175 fine craftsmen, Intaglio gives 
intelligent thinking and superior service 
on color and monogravure, Velox prints, 
proofs and positives—and gravure for 
packages or labels. For the best in gravure, 
consult Intaglio! 


Corp. e Rotogravure Servicers 


NEW YORK: 305 East 46th Street « CHICAGO: 731 Plymouth Court 


mittee of the House and some §so- 
lated attention from at least three 
Senate groups, including the Try- 
man committee. 

When and if the lightning 
strikes, Col. J. Hale Steinman. 
who has the unenviable assign- 
ment of ending the newsprint con- 
trol on Dec. 31, can report that 
he acted on instruction of the lead- 
ers of the newspaper industry, and 
of the House newsprint committee 
headed by Lyle Boren and Clar- 
ence Brown. 

While Colonel Steinman is re- 
luctant to continue the controls 
against such weighty advice, he 
takes ample care to warn pub- 
lishers that newsprint supplies 
continue to be desperate. Two 
weeks ago he thought quotas could 
be relaxed Feb. 1; now he con- 
siders April 1 a more accurate 
estimate. 


ss * 


Very little has been written 
about it, but the real “killings’ 
in war surpluses so far have been 
made in “termination inventories” 
—semi-finished and _ unfinished 
goods still in the hands of manu- 
facturers at the time that contracts 
were canceled. Big merchandis- 
ing organizations, unable to find 
usable supplies at regular govern- 
ment surplus property outlets, lo- 
cate the “termination inventories” 
with the help of local Army quar- 
termaster personnel, buy readily 
salable goods, and at the same time 
establish sources for prompt de- 
livery of additional orders. 


co ok * 


All kinds of people—serious 
ones—are flocking to look over 
the wealth of wartime produc- 
tion information which the Civilian 
Production Administration is of- 
fering to industry at a_ special 
“search room” in the Social Se- 
curity building through Dec. 28. 
Early arrivals, including top sales 
executives of such corporations 
as Pennsylvania Railroad, and the 
new products division of Celanese 
Corporation, found considerable 
data on markets which CPA hopes 
to shake loose. Yet, strange to re- 
port, of 500 mail inquiries, only 
three have been from advertising 
agencies, and despite the interest 
on the part of industry’s sales 
executives, CPA has not had a 
single visit from the agencies that 
serve them. 

% 


So far, 11 government and 
quasi-government agencies have 
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reported information programs 
which may warrant support from 
media and advertisers during the 
next few months to Drew Dudley, 
government’s hard working “ad- 
ertising manager.” Ranging from 
Treasury, which will have a con- 
‘inuing “low pressure” campaign 
or payroll savings, they include 
campaigns for UNRRA, State De- 
partment, Red Cross, public 
health, nutrition, forest fire pre- 
vention, Army recrwiting, OPA 
price controls, and a developing 
information drive to combat the 
shortage Of veterans’ housing. 
During the four weeks that they 
have been in “business,” Drew 
and his two associates—Simon 
Lessor and Charles Jackson— 
have had to devote a good deal 
of their attention to teaching gov- 
ernment clients how advertising 
techniques can be used most ef- 
fectively, 
co Bo * 

Hundreds of suggestions for 
strengthening and improving the 
patent system have been pouring 
in during the past few weeks on 
W. Houston Kenyon Jr., counsel 
of the special patent survey com- 
mittee, appointed by Commerce 
Secretary Henry Wallace at the 
suggestion of President Truman 
last spring. While a few have 
been from “crack-pots,’”’ Mr. Ken- 
yon is proud that the advice has 
covered virtually all the dozens 
of questions raised in the com- 
mittee’s 28-point agenda. For 
those interested in having their 
say on such subjects as compul- 
sory licensing, and patent office 
procedure, there is still time to 
contact Mr. Kenyon, care of Sec- 
retary of Commerce, Washington 
0. th. &. 

War Department announces that 
4,283 production facilities—nearly 
half employing less than 500 per- 
sons—won the Army-Navy “E.” 
Defending the _ sanctity of the 
“E,’ War Department proudly re- 
ports that only 5% of the nation’s 
war plants were able to qualify, 
so stiff were the requirements. . . 
Friends of the Reece bill, expos- 
ing FTC ruling to thorough court 
review, concede that they will be 
stalled until they can find a Demo- 
crat to sponsor the idea. . . Iler 
Fairchild, who ends 22 years of 
trade standards work at the Bu- 
reau of Standards to represent 
two trade associations here, is a 
strong advocate of government 
industrial standards work. He’s 


REPRESENTATIONS 


a 


Every advertiser whose represcn- 
tations afford reliable guidance to 
purchasers assists in offsetting the 
ill effects of the occasional misrep- 
resentation as to quality and value 
of products which afflicts adver- 
tising. 

There is a ready means of assuring 
validity of representations con- 
cerning products. ETL independ- 
ent sustained determinations, when 
products and values are good, as- 
sure producer, publicity specialist 
and purchaser that the products 
are worthy of confidence. 


Copy of brochure and pamphlet on valid 
certification supplied upon request. 


ELECTRICAL 
FESTING LABORATORIES, 


prepared to argue any time with 
those who believe that industrial 
standards can best be developed 
and promoted by a private agency 
like the American Standards As- 
sociation, 


To Show Presteline Range 


The domestic appliance division 
of Pressed Steel Car Company 
will exhibit the first of its Preste- 
line products, an electric range, at 
a meeting of its distributors at 
the Hotel Continental, Chicago, 
Dec. 10-11. 


Ruggles Joins Flagler 


Edward E. Ruggles, formerly 
advertising manager of Nashua 
Gummed & Coated Paper Com- 
pany, has been appointed account 
executive of Flagler Advertising 
Agency, Buffalo, N. Y. 


Foster Names Ralph 


C. H. Ralph has joined the To- 
ronto office of Harry E. Foster 
Agencies Ltd., as account execu- 
tive. For several years he was 
associated with Richardson-Mac- 
Donald Advertising Service Ltd., 


Toronto, later with Walsh Adver- 
tising Company Ltd., and more 
recently was engaged in publica- 
tion selling. 


Two Name Agency 
Steller-Millar-Ebberts, Los An- 
geles office, has been named to 
handle the advertising of Carlson 
& Sullivan, manufacturer of steel 
tape rules, and Mischel & Co., 
manufacturer of infant’s garment 
wear. The schedule for Carlson & 
Sullivan includes hardware, auto- 
motive and building supply pub- 
lications. Mischel & Co. will use 
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farm and women’s magazines and 
trade publications in a campaign 
to start early in 1946. 


SELL 
HOWARD s : 


PHOTHS  prooucrs 


Posteards 2¢ each; 30x40 ome 

enlargements $3.85. mR 

coast to coast. ‘er 

photo to look like Px — ge ctngrath 
everything. we or free = sampies, rite list | 


HOWARD. PHOTO SERVICE 
168 W. 46th Street, New York 19, N. Y. BR-9-2490 | 


AMERICA'S NUMBER ONE SPORTSMAN'S MAGAZINE 


NOW CELEBRATING 


ITS 50TH ANNIVERSARY 


a 


The Final Word in Fishing! 


—the “world series” 


for the last 35 years. 


millions of anglers. 


such distinction. 


Field & Stream’s great international Prize 
Fishing Contest, now in its 35th year, is the 
Championship Event of the angling world 
of America’s Number 
One sport! Every charter boat captain on 
the East and West Coast, the Caribbean and 
the Gulf—every fishing resort and every 
guide—knows and has followed this contest 


Each year thousands of dollars in prizes are 
awarded to anglers by Field & Stream for 
the “catches of the year.” 
year world records are made and broken in 
this great event—to the intense interest of 


And year after 


Field & Stream is custodian of these records 
—the how, when and where—the authori- 
tative voice, the final word in fishing since 
1911. No other outdoor magazine can claim 


FIELD & STREAM PUBLISHING COMPANY 
515 MADISON AVENUE * NEW YORK CITY 22 
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368,497 342,851 


129,581 


132,281 
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OW READY! THE FACTS ABOUT THE CHICAGO 
OME APPLIANCE MARKET=BASED ON HOME 
ITERVIEWS WITH 10,000 FAMILIES 


@ Set forth above are just a few of the indicated home 
appliance purchases by Chicago Tribune readers during the 
first year in which these items are available, according to the 
findings of a new survey made among more than 10,000 
typical Chicagoland families interviewed at home. 

Covering Chicago and cities and towns of 2,500 or more 
: population in 242 greater Chicago counties, this marketwide 


canvass shows present ownership, brand preferences and 
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264,562 
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much other important marketing information. 

These facts are now ready for your study and use. They 
throw new light on the fundamentals which make the Chicago 
market celebrated for its record-breaking volume buying. 
They draw attention not only to a rich source of immediate 
sales which can get you going quickly, but also to a strategic 
area in which to build solid dealer and consumer preference 
for the days when competition stiffens. 

Here, in this great central area, large enough to take th« 
entire output of many a manufacturer, a single regionc 
medium delivers the breadth and penetration of coverag: 
that gets full-market action seven days a week. In 756 citie 
and towns of 1,000 or more population here, the Tribune i: 


read © xe out of every three families on weekdays—anc 
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’ HICAGO TRIBUNE READERS: 


| use. They 
he Chicago 
ne buying. 
immediate 
a strategic 


preference 


to take the 
e regiona 
F coverag: 
1 756 citie 
» Tribune i: 


days—anc 


y nearly every other family on Sundays. Bought, read and 


‘Be powerhouse with consumers and dealers alike. 


271,311 


126,882 


74,239 
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bught from as is no other medium in the territory, the Tribune 


No matter whether your production will be large or small, 
DU are invited to review the findings of the Tribune’s new 
tvey of the Chicago market for home appliances. Address Bye. 
S. Benham, manager, national advertising, Chicago Tribune, 
icago 11, I. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


October average net paid total circulation: 
Daily, over 1,025,000; Sunday, over 1,350,000 


The Chicago Area: Strategically located, com- 
pact, fortified by diversified farm and factory 
income and huge savings, easily accessible 
to salesmen and factory shipments, offering 
a backlog of three billion dollars in big unit 
products, nearly two-thirds of which are 
wanted by Chicago Tribune readers alone, 
according to the findings of a new survey 


you are invited to study and use. 
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Asks ‘Pay-Off’ Reprint 

To the Editor: We read with in- 
terest the article under the head- 
ing “The Pay-Off,” Nov. 5 issue, 
about the label moistener. 

We would like to reprint this at 
an early date in our bulletin, giv- 
ing full credit, of course, to ADVER- 
TISING AGE. 

“Felt Facts Bulletin” goes only 
to members of the association and 
their respective organizations—up- 
wards of 2,000 executives and per- 
sonnel, 

WortH COLWELL, 

Horbel & Korbel, Inc., New 

York. 

a aa 
Outboard Motor Makers 
Maintain Fair Trade Plan 


To the Editor: I have read with 
considerable interest the first page 
story in your Nov. 19 issue en- 


titled “Small Appliance Industry 
Grabs Fair Trade Banner.” The 
industry is to be commended for 
this very constructive move and 
you are to be complimented for 
having given it publicity. 

I am of the opinion that one 
statement in this article might be 
challenged by some persons. I 
have reference ‘to Mr. Bernstein’s 
statement, “This is especially in- 
teresting since it marks the first 
widespread use of the fair trade 
device in any important merchan- 
dising field except drugs.” Mem- 
bers of the outboard motor manu- 
facturing industry have “fair 
traded” their merchandise for a 
number of years. 

They have found it a very help- 
ful program and one which is very 
much in public interest. It has 
meant that every One buying an 


outboard motor has paid a mini- 


mum price for such merchandise, 
which has been no more or no less 
than others pay for an identical 
product. The industry is retain- 
ing this pricing plan in the post- 
war sales period. Incidentally, the 
anticipated volume will be many 
times greater than it was during 
the prewar era. 
ARNON N. BENSON, 

Executive Director, Outboard 

Motor Manufacturers Associa- 

tion, Chicago. 

vvy 


Unhappy Readers Didn't 
Get Form Letter! 


To the Editor: I would certainly 
like to get a copy of that three- 
page letter everybody is raving 
about in your Nov. 19 issue... I 
read your sheet from cover to 
cover every week, but for some 
reason or other never got this 


only 


units. 


sales . 


_ ‘ 


BIG 


In the A.B.C. Troy City Zone Market 
alone there are 31,863 occupied dwelling 
The daily circulation of The 
Record Newspapers in this large con- 
sumer market is 29,638—or a home cov- 
erage of 95.6% ! 


Here is truly a ‘‘must’’ market for extra 
the great A.B.C. Troy City 
Zone plus the A.B.C. Troy Retail Trade 
Zone consisting of over 86,000 addi- 
tional consumers! 


The Record Newspapers, Troy’s only 
dailies, give you sales-action coverage in 
ONE big market at ONE low cost of 


12c per line. 


Circulation of The Record Newspapers: 
11,496 (A.B.C. 
for 6 months ending Sept. 30, 1945.) 


Publisher's Statement 


goes circulation! 


Down goes COMPLETE 
coverage cost in the 


TROY MARKET! 
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masterpiece they all seem to go 
for ... Won’t you be kind enough 
to send me a copy so that I will 
be right up to date? 

T. H. Kerrzs, 

Advertising Manager, North- 

ern States Power Company, 

Minneapolis. 

To the Editor: Your letter was 
most fascinating, but I am willing 
to give up and ask for it all. You 
see, some place along the line the 
stuffers did just a two-thirds job 
for me. 

Page 1, much to my chagrin, 
was missing . . . Will some good 
reader forward me their Page 1? 

FRANK MAHER, 
St. Louis. 


To the Editor: You say “Thanks 
a lot for listening.” I say thanks 
a million for the finest letter I 
have ever read — yep, all three 
pages. 

I am not an advertising man in 
a specialized sense, but just as a 
jack-of-all-trades oil man, want 
you to know I feel that what you 
and your gang accomplished was 
nothing short of inspirational. 

R. J. REILLY, 

District Manager, Sun Oil 

Company, Rochester, N. Y. 

To the Editor: Your letter tell- 
ing the story of how you met the 
emergency created by the typo- 
graphic union strike, and kept the 
issues coming out, was swell... 

I read every word of it with 
intense interest, proving again 
that it is not the length of a letter, 
but what it says, that counts. Like 
a good adventure story, it had a 
suspense build-up in it, as you 
met and overcame One obstacle 
after another. . 

HENRY W. MANz, 

Business Manager, The In- 

dianapolis Times. 


To the Editor: What’s the mat- 
ter—that I didn’t receive this ex- 
ceptionally fine three-page form 
letter which everyone is writing 
you about? 

Tut, tut. 
haste. 


Send one along, post- 


E, M. PRITCHARD, 
Advertising Manager, Kitchen 
Overall & Shirt Company, 
Brantford, Ont. 


To the Editor: Your three-page 
letter .. . arrived in our office 
and went the rounds. Everyone 
who read the opus agreed it was 
a splendid piece of promotion. 
Your wind-up paragraph drew 
special kudos. 

IRWIN ROBINSON, 

Director of Public Relations, 

The Advertising Council, New 

York. 


To the Editor: Just a note to 
let you know how much I enjoyed 
the story of your carrying on 
through the typography strike. 

Not only did your organization 
do a magnificent job in that 
period, but your story of it makes 
excellent and inspiring reading. I 
have sent it through to members 
of our organization. . 

MAvurIceE H. NEEDHAM, 

President, Needham, Louis 

and Brorby, Inc., Chicago. 


To the Editor: I was very much 
interested in reading your letter 
about the difficulties under which 
you kept publishing ADVERTISING 
AGE, and really think you did a 
marvelous job... 

Surely it was a morale builder 
|for the entire advertising indus- 
\try. I am sorry you lost $55,000, 
| but maybe you are in the excess 
| profits bracket. 


E. J. ALLEE, 
Advertising Manager, Paint 
Division, Pittsburgh Plate 


Glass Company, Pittsburgh. 

[Editor’s Note: You’re right, Mr. 
| Allee, about that excess profits 
| bracket, but what bothers us is 
| our inability to do the best pos- 
sible job for our readers and ad- 


} 


vertisers. The strike set us | ack 
on our heels, and even now \ °°’ 
still rationed on printing. Hay 
you got four-or five big pre:ses 
completely equipped with prvss 
men, which we can borrow for six 
months or so? ] 

To the Editor: Time out ‘his 
morning, to offer you and jou 
staff heartiest congratulations! Ty 
keep publishing, during the recent 
printing difficulties, certainly 
should go into the list of mocern 
miracles. . . 

CLAIRE DREW FORBES, 
Advertising and Promotion 
Manager, Rhodes Department 
Store, Seattle, Wash. 

To the Editor: Congratulations! 

The nearest thing I can recal] 
to the miracle you performed in 
getting out ADVERTISING AGE under 
the conditions you went through 
was during the Baltimore fire, 
when they were setting up news. 
papers and printing them on kids’ 
printing presses with rubber type. 

To have missed a copy of Ap- 
VERTISING AGE would have been as 
great a calamity as missing the 
morning newspaper. We're very 
grateful. 

JOSEPH KATZ, 

President, Joseph Katz Com- 

pany, New York. 
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More on Recruiting 
Advertising Men 


To the Editor: Readers who 
were stimulated to constructive 
thought by your timely editorial 
of Oct. 15 entitled “Recruiting 
Advertising Men” may be inter- 
ested in the following observa- 
tions. 

I have long believed that in- 
sistence by agency people on “ex- 
perience” for new employes has 
deprived the business of many 
potentially good creative workers. 

Experience has its value, of 
course, but when I was a copy 
executive I found that other cri- 
teria were often more important. 
Many of the most productive peo- 
ple I hired had had no experience 
whatever. They proved their po- 
tential worth on _ three _ other 
grounds: Personality, mental 
alertness and writing ability. 

Writing ability shows up very 
early, and can be easily revealed. 
If I can see a candidate’s high 
school or college essays and 
stories, or the results of a simple 
writing test such as I now use 
to screen the applicants for my 
advertising courses, I can usually 
tell far more about his ability to 
think and use English than I can 
from any set of “samples” proudly 
exhibited by the briefly expe- 
rienced copywriter. 

My work during the past year 
has convinced me that these quali- 
ties can be supplemented ané 
channelled by pre-job training. 

When I first discussed with 
agency executives the projec 
which bears the informal title of 
“Mark Wisemen’s Courses if 
Principles of Advertising Eftet- 
tiveness,” the response was 10! 
too favorable. The general aiti- 
tude was that advertising ski! 
had to be learned “on the job ’— 
that adequate training could 10 
be given through class work. ‘he 
feeling was admittedly due to 
dissatisfaction with the: kind © 
instruction given in advertising 
courses. 

After having seen the results 
produced by carefully organ:ze¢ 
training these same executives 
have changed their attitudes. 

I thoroughly approve your ‘us 
gestion to revive and extend the 
apprentice training system as 4 
adjunct to schooling. This * 
somewhat similar, I imagine ‘ 
the Antioch idea. But it does 1% 
fill the immediate need—for “¢* 
erans and others who for one '¢@ 
son or another are not goin 
school or college but want sme 
means of breaking into adve is 
ing without experience. Certa 
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his business should have a source 
f organized vocational training 
, every large center, not neces- 
\rily under agency association 
auspices but with agency ap- 
oval. 
MarK HUNTINGTON WISEMAN, 
New York. 
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A Prophet Defends 


Himself, Undaunted 


To the Editor: Irvin Borders 
does not believe me (AA, Nov. 
5). He does not go so far as to 
say in so many words that I am 
q liar, but he succeeds rather well 
in letting folks know what he 
thinks about me. 

Since many better men than I 
am or ever hope to be have been 
called liars by their contempo- 
raries, I guess I can take it, too, 
if he wants to be snide about it. 
I wrote the truth as I see it, as I 
feel it, as I know it, the same as 
Mr. Borders did. . . 

I agree with Mr. Borders’ as- 
sertion that “the trouble is with 
people.” There are two kinds of 
people that cause trouble, those 
known as “suckers” and those who 
give the suckers what they want. 

John Calvin, St. Augustine, and 
others formulated a realistic doc- 
trine in theology which we call 
“original sin,’ or “the depravity 
of man.” This part of theology 
might be called descriptive, being 
a picture of people “as they are.” 

But there is another side to 
it than that. If we dwell only 
on the depravity angle, we be- 
come either bitterly disillusioned 
or calloused individuals out to 
bleed the public for all it is 
worth. These worthy theologians 
taught us not only what a mess 
of a condition man is in, but that 
because God loves us and them, 
regardless, we have a job to do 
to try to help them. 

Perhaps that is why, after 
reading “100,000,000 Guinea Pigs’’ 


and similar works, I decided on 
the ministry for my life-work in- 
stead of advertising. There is 
very little difference in funda- 
mental technique; the difference 
lies in motivation. Personally, I 


|now feel that a spiritually moti- 


vated advertising can be truth- 
ful, helpful, and profitable. . . 

Borders and others forget that 
they are producing with much 
larger budgets with which to work 
appetites and desires that make 
the almost impossible task of the 
clergyman even more difficult. . . 
Then when the minister criticizes, 
he is lying! Very, very conve- 
nient! 

In 1944, $910 millions were 
spent on churches and church 
charities; $1,600 million on 
churches and all charities, such 
as Red Cross, War Relief, com- 
munity chests, etc.; $2,200 million 
on cosmetics and personal care; 
$2,700 million on cigarets and 
tobacco; $5,500 million on movies 
and recreation; $7,100 million on 
alcoholic beverages; over $10,000 
million on jewelry, furs, gambling, 
and other luxuries; $40,000 mil- 
lion on savings (war bonds, etc.); 
the same amount on taxes; and 
$86,700 million on the war. Over 
17 times as much money was 
spent on luxuries and definitely 
harmful items as was spent on 
all the churches and _ charities 
during the year. 

These figures show how piti- 
fully small is the amount avail- 
able to Mr. Hunter and the rest 
to improve humanity. When we 
consider that the most flagrant 
violators of whatever ethics there 
are in advertising are the cos- 
metics, tobacco, movies, and al- 
coholic beverages, not to mention 
patent medicines and nostrums, 
the problem becomes even more 
acute. These figures have been 
compiled by the National Steward- 
ship Institute of the Golden Rule 
Foundation from reports of the 


U. S. Department of Commerce, | 
Treasury Department, and_ the} 
Tax Foundation. 

I’m sorry, Mr. Editor, if I a 
off on a controversial subject. I| 
do not intend carrying this any | 
further. I believe what I wrote | 
to be true. Mr. Borders and others | 
do not. 

You are to be commended for 
printing “Old Bushwah’s” “adver- 
tisement” in your paper, and for 
opening your opinion columns 
to those of us who are critical of 
some practices in advertising. I’m 
sure you often print material that 
is at variance with your own 
opinions. 

Rev. WILLIAM M. Hunter, 

Head Worker, The Neighbor- 

hood House, Summit, N. J. 


, ¥ 


Fantastic Figures? 


To the Editor: Our attention 
has been called to a news item 
appearing in the Nov. 12 Apver- 
TISING AGE, regarding the Venida 
Hair Net Company. 

Being somewhat familiar with 
the hair net situation, we ques- 
tion the assertion that it takes 
300,000 Chinese women to make 
the nets that Venida uses. 

Even when imports came in 
freely, there were no such 300,- 
000 women workers, even when 
you compile the total of houses 
larger than the Venida company. 

In a similar propagandized ar- 
ticle in another paper, the Venida 
company made the assertion that 
these 300,000 Chinese women 
made 85,000,000 hair nets. That’s 
a lot of hair nets in any language. 
A total of 595,000 gross. A really 
fantastic figure. 

Nobody objects to having a 
good. press agent—providing state- 
ments made are in line with ac- 
tual conditions. 

L. L. MAyYEr, 

The L. Mayer Company, Chi- 


cago. 


Don’t overlook 
The American Girl... 


she’s tomorrow’s 
merican woman! 


Who makes crooning 

big business? Who names 
America’s favorite tunes 

and buys the records to prove 
it? Who has a lot to say about 
many more things than 


she’s given credit for? Yes! 


Today's teen-age girls — 


tomorrow's women! 


Selling to Women While They're Young 


800,000* readers say —"’ Grow along with us!"’...$810 per page...225,000 ABC 
PUBLISHED BY THE GIRL SCOUTS, 155 E. 44th St.,. N.Y 17 ¢ MEMBER OF THE YOUTH GROUP 
*Based on readership survey tabulated byl. B, M. 


You know how seriously WBBM takes its showmanship!’ 


ex 
OO sacar 


For daytime listening, 


COLUMBIA OWNED 
50,000 WATTS « 780 ke 


you cant miss on WB 


As well known as your face in the mirror 
WBBM’s daytime superiority’ in Chicago. 


Of the 40 daytime quarter-hours surveyed 

by Hooper”, WBBM has highest ratings in 21... 
24% more daytime quarter-hour “firsts” than 
Chicago’s second station and 110% more than 
the third ranking station. 


_ Proves an important point— 
if you’re interested in sales- 
making daytime radio, WBBM 
is a must in Chicago. 


*Monday thru Friday, July-September, 1945 


REPRESENTED BY RADIO SALES, THE 
Fok SPOT BROADCASTING DIVISION OF CBS 
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Joins Doyle & Dickinson 


W. L. Dickinson, who has been 
handling the sale and purchase of 
vegetable oils for Durkee Famous 
Foods, Chicago, division of Glid- 
den Company, Cleveland, has re- 
signed to become a partner in 
Doyle & Dickinson Company, Chi- 
cago. He will specialize in the 
handling of both crude and re- 
fined vegetable oils, imported and 
domestic. 


Names Shappe-Wilkes 


Combined Industries, New 
York, manufacturer of metal dis- 
play fixtures for wearing apparel 
and accessories, has appointed 
Shappe-Wilkes, Inc., New York, 
to handle its advertising. Trade 
publications and direct mail will 
be used. 


(sx 


IMPSON-REILLY, ‘en: 
Publishers Representatives 


SINCE 1928 


LOS ANGEIES 
GARFIELD BLDG. 


SAN FRANCISCO 
RUSS BLDG. 


Message on Peel 
Would Bear Fruit, 
Accountant Says 


New York, Nov. 27.—Lazar 
Karpess, a Queens accountant, has 
evolved a plan for utilizing the 
skins of oranges, grapefruit, lem- 
ons and tangerines for advertis- 
ing purposes and is offering the 
program to interested advertisers 
—thus far with no takers. 

“At the present time,’ Mr. 
Karpess told ADVERTISING AGE, 
“the growers of oranges imprint 
the name of the cooperative group 
on these citrus fruits. It is my 
suggestion that the cooperatives 
in California, Florida and Texas 
arrange for outside advertising to 
be placed on the skins of these 
citrus fruits.” 

Mr. Karpess, who lives in Kew 
Gardens, L. I., has several ideas 
for dignified desirable advertis- 
ing slogans for large companies. 
A tie-up with a breakfast food 
product should bear fruit, he 


| thinks, since housewives shopping 


for oranges are usually shopping 
for breakfast. 


Double-Barreled Slogans? 


He also suggests slogans like 
“Uneeda biscuit and you need 
orange juice” as one mutually 
beneficial to advertisers and grow- 
ers. “Everything Beech-Nut but 
the eggs” is another slogan which 
could be used on oranges, he says, 
adding that ‘“Beech-Nut for 
breakfast” would be a desirable 
message—presumably on the 
smaller oranges. 

“Under my plan,’ Mr. Karpess 
said, “the entire appropriation 
and much more will be saved by 
growers, since the sponsors of any 
advertising will gladly pay fees in 
an amount far in excess of the 
advertising appropriations for 
promotion of the fruits, allotted 
by the growers themselves in co- 
operative groups. 

“Orange crops have been esti- 
mated at nearly 100,000,000 boxes 
containing at least several billion 
oranges, whose skins or covers 
are available for advertising. To 


Advertising Age, December 3, 


this vast total we may add grape- 
fruit, lemons and tangerines.” 
One objection voiced against 
this plan came from a prominent 
individual who told ApDVERTISING 
Ace: “As soon as something like 
this is attempted, Harold Rugg 
would be able to claim that adver- 
tising is at last skinning the pub- 
lic openly. Besides, some adver- 
tisers might not like to associate 
their product with a ‘lemon’.” 


Two Join Sales Staff 


Railway Supply News, Chicago, 
has added W. J. Mulader Jr., for- 
merly with Owens-Corning Fi- 
berglas Corporation, Toledo, to its 
Chicago sales staff. Edwin F. 
Hoffman Jr., field research repre- 
sentative of the parent company, 
Traffic Service Corporation, has 
joined the publication’s New York 
sales staff. 


G-E Promotes Toal 


E. P. Toal has been appointed 
sales and advertising manager of 
standard radio receivers in the re- 
ceiver division of General Elec- 


| tric Company, Bridgeport, Conn. 


... for want of a Sale...Tim Baker lost a Job 


Bonanza markets... no sales resistance .. . 
little reason to support sales effort with ad- 
vertising . . . this was the thinking that cost 


Tim Baker a job. 


Tim’s company was not in tune with the 
times. His boss failed to realize that so-called 
“bonanza markets” stem from his own diligent 
effort, and the efforts of thousands of other 
businessmen, to make more people want to 
buy more merchandise than ever before. 


Results: drop in sales... increased sell- 
ing costs ... and eventually no place in 
the organization for a young fellow like Tim 


Baker. 


Maybe this won't happen—maybe it will. 


a: 


Today the accent is on SALES. 


Not only 


must there be more selling—but every success- 
ful method of selling through advertising or any 
other means must be used to its fullest extent. 


Newspaper advertising has a definite place 
in every well rounded sales program. Why? 
Because year after year retailers—who meas- 


ure advertising by the sales it cre 


place 


the lion’s share of their advertising dollar in 
newspapers. A pretty good reason for saying 


newspapers are a logical medium 
able sales. 


for profit- 


Don’t minimize your selling program. Re- 


member that sales mean producti 
duction means jobs . . 


mm... pro- 


. and jobs are our surest 


guarantee for peacetime prosperity. 


SCRIPPS- mOWARD NEWSPAPERS 


NEW YORK . . .World-Telegrom COLUMBUS ...... 

CLEVELAND ....... Press CINCINNATI. ... «s+ Post 
PITTSBURGH. .. 2... Press KENTUCKY ..... Post 
SAN FRANCISCO ... . News Covington edition, Cincinnati Post 
(INDIANAPOLIS. . . . « . Times KNOXVILLE . . . News-Sentinel 


NATIONAL ADVERTISING DEPARTMENT - 230 PARK AVENUE - NEW YORK 


DENVER. + Rocky Mt.News EVANSVILLE. . 6 « + « + Press 
BIRMINGHAM ...... Post HOUSTON. . ¢ « +.« « + Press 
MEMPHIS . . Commercicol Appeol FORT WORTH... . . « Press 
MEMPHIS ... . Press-Scimitor ALBUQUERQUE .. . . Tribune 
WASHINGTON. .....News EL PASO ..... Herald-Post 


CHICAGO = SAN FRANCISCO ~—E—«éDETROIT 


MEMPHIS = PHILADELPHIA 
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Chicago Firm Set 
fo Supply House 
Building Parts 


Not Prefabricated, 
Home-Ola Says; 200 
Dealers Sign Up 


Chicago, Nov. 29—A “many- 
factured parts” house-building 
plan, with regular painting ang 
other maintenance paid for ip 
monthly instalments, was an- 
nounced this week by Home-(], 
Corporation, a new compa ny 
formed here. 

Jacques Willis, president of the 
firm and director of the Willisway 
System, Chicago, designer of pre- 
fabricated houses, told Apvertis- 
ING AGE that more than 200 lum- 
ber dealers had already signified 
their intention to act as distribu- 
tors of the components. He said 
the company has acquired a site 
at Bellwood, Ill, near Chicago, 
where a $100,000 factory will be 
built early next year. The cor- 
poration is issuing $1,000,000 of 
common stock, part of which wil] 
be publicly offered. 


Dealers to Erect Homes 


The new Home-Ola houses wil] 
not be prefabricated, Mr. Willis 
said, but will be finished com- 
| ponents produced at the new Bell- 
wood plant and at existing West 
Coast factories and shipped t 
lumber dealers who will sell and 
erect the homes. 

A unique financing § arrange- 
ment includes monthly payments 
on principal, interest, insurance 
and taxes, and also a _ provision 
for maintenance, This will cover 
|/normal painting and other ex- 
penses. The FHA is expected to 
| approve the Home-Ola houses for 
| mortgage loans. 
| The basic Home-Ola unit is a 
‘two-story structure, containing 
| living room, dining room, bath 
and kitchen on the first floor, and 
two bedrooms on the second floor. 
| The houses will retail in the Chi- 
cago area:.for an average $3,500, 
exclusive’ of the lot. Mr. Willis 
seid the corporation has orders 
for 800 units in Chicago’s suburbs. 


By-Pass Large Cities 


All retail distributors of the 
Home-Ola will be located in com- 
munities of less than 50,000 popu- 
lation. “There is a tremendous 
market for houses in the small 
towns,” Mr. Willis said. “We in- 
tend to by-pass the large cities 
that have restricted building codes 
or other obstacles.” 

Distributors were selected by 
Mr. Willis on a “first come, first 
served” basis. In a promotional 
letter, lumber dealers were asked 
merely if they were interested. 


ad is just a sample 
done with this amazing new 


setting device-and it cuts c 
eliminating display type and 
lettering charges. Quick, simt 
nomical ... any office girl can t 
| campositor 


Write TODAY for catalog expla 
the FOTOTYPE system and sh 
the 60 modern types now avai 


THE FOTOTYPE COMPA" * 
625 W. Washington, Chicos» © 
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Those who replied first, and in-, 
cluded a $100 check to be applied 
to their account, were considered 
the representatives for each area. 
When others in the same area | 
vrote the company later, their | 
-hecks were returned and they | 
vere told to confer with the dealer | 
iven first option to determine 
vyhether the locality was large 
nough to be profitable for more 
‘ian one dealer. A joint letter 
‘rom the dealers involved, declar- 
s that additional dealerships in 
the community could be supported, 
was sufficient for Home-Ola to 
okay the setup. 


May Add Units Later 


While the basic pattern of the 
houses can be varied to meet the 
needs of individuals, the Home- 
Ola house is expansible, and addi- 
tional parts—a porch or garage, 
for instance—may be added later. 
The houses are of standardized 
parts, with a steel frame and stress 
skin plywood panels. They were 
first built for experimental pur- 
poses by Willisway in 1942. Willis- 
way built its first prefabricated 
house in 1932, and has since de- 
signed about 15,000 such houses, 
both with full-wall sections and 
of the modular type. Modular 
construction, of which Home-Ola 
houses are an example, employs 
small finished component parts 
which may be varied in assembly. 
These parts dealers can transport 
to the building site on one 24-foot | 
semitrailer. Home-Ola plans aj} 
training school in Chicago to| 
teach lumber dealers’ employes 
methods of erecting the houses. 

It is expected that production, | 
utilizing the output of five West | 
Coast factories with which Willis- | 
way has contracts for 12,000 units | 
in 1946, will be expanded to 35,000 | 
units in 1947. 

Advertising of the Home-Ola 
Corporation has been placed with 
Eugene A. Mannion, Chicago | 
agency. Robert Willis, son of the | 
president, is advertising director | 
of the company. 


Form Radio Sales Group | 


Formation of Mid-State Radio | 
Group was announced last week | 
at Des Moines, Ia., with the ap- | 
pointment of Arden E. Swisher as | 
service manager. Stations in the | 


group include WNAX, Yankton, 
S. D., KRNT, Des Moines, and 
WMT, Cedar Rapids. The group 


will coordinate sales efforts be- 
tween the advertisers, jobbers, 
sales representatives, brokers and 
retailers in each of its outlet cities, 
and in Minneapolis, Omaha and 
Kansas City. 


Ky 
A 
Le 
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PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-] Service! 


We would like to show you 
samples of work that we 


are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of oper- 


ation. Ad-setting, Engraving 
and Printing... all under 


ONE roof. Phone or write to 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


Murray Adds Accounts 


Le Mar Laboratories, men’s 
toiletries, Reliance Pencil Corpo- 
ration, Universal Office Equip- 
ment Corporation, Columbia Trad- 
ing Corporation, and M. E. Mfg. 
| Company, bag linings, have placed 
their advertising with Lee-Mur- 
ray Advertising, New York. 


To Erect Building 


Eastburn & Siegel, Atlanta, has 
purchased a tract of land at 714 
Spring St. for the erection of a 
new building to house its adver- 


tising and public relations serv- 
ice. The building will include a 
sound-proof radio audition room, 
daylight art department and re- 
search department. Construction 
will get under way as soon as 
conditions permit. 


Joins Seattle Agency 


Lee Jacobi, formerly public re- 
lations manager of the Seattle 
Chamber of Commerce and secre- 
tary-treasurer of Evergreen Play- 
ground Association, has joined 
Mac Wilkins, Cole & Weber, Se- 
attle advertising agency. 
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| Canadian Daily Newspapers As- 
'sociation, Toronto. Classified was 
'up 9.5%, national 8.5% and local 


McKesson Ups Two 


W. F. Nichols, assistant to the | 
regional vice-president of McKes- 
son & Robbins, San Francisco, | advertising increased 3.1%. 
has been appointed a vice-presi- | 
dent of the company, and C. H.| 
Hoffman, western district drug 


sales manager, has been named | DEALER NEWS 


assistant vice-president. i 
PRS IER, Weekly Automotive Trade Newspaper 
Cre the 11 Western States 
... Ist in California (rated 2nd in Retail 
" Sales, Ist in Auto Registry) 
. lst in Los Angeles County (rated 8rd 
Retail Market Area, Ist in Automoti 


Market) 
e = to Service Stations, oe! Destew a 
lo Angeles 15 


epair Services in li 
San Francisco (5), 690 Market St. (4) 


Canadian Linage Up 

Total advertising linage in Ca- 
nadian daily newspapers during 
September gained 6.3% over Sep- 


tember, 1944, according to the| ™#g, “Omee—li2 W, oth St. 
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-have Held a Sure- -Greee-" on 
the Poultry Facum Market 


through 
advertising in 


You |can't afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine Schedule. 


POULTRY TRIBUNE 


The products of Poultry Farms must move 


1944 gross farm income from Poultry and 
Eggs was $2,689,000,000. (Source U.S.D.A.) 


Your FARM Magazine list is Not Complete Without 


MEMBER: AGRICULTURAL PUBLISHERS’ ASSOCIATION 


AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, Ill. 


Representatives—New York: Biliingslea and Ficke—Chicago: Peck and Billingslea 


under all road and weather conditions. 
Weed Chains play an important part in 
the uninterrupted flow of these vital 


foods over dirt roads, and ice-coated, 

snow-packed pavements. 

Ten years ago Weed discovered the 
better than average buying power of 
the Poultry Farmer and his loyalty and 
responsiveness to Weed Chain adver- 
tising in Poultry Tribune ... America’s 

Leading Specialized Farm Magazine. 


TRIBUNE 
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—and no place like 
Better Homes @> Gardens 
to sell 

2,450,000 families 
everything 

that makes for home. 


A > 


YOUR 


technical sales material 
... PRODUCED BY OUR 


Wrariee you are an advertising 
agency or ao manufacturer, we can help 
you in the preparation of technical ad- 
vertising . . No matter whot your prod- 
uct (it doesn't necessarily have to be 
electronic), AEC's Industrial Advertising 
Department can produce fully detailed, 
well presented, technically correct and 
attractively styled 
terial. 


industrial sales ma- 


AEC's Industrial Advertising Department 
utilizes the Engineering Division to com- 
bine highly competent engineering abili- 
ties with well-rounded skills of writing 
craftsmanship. 


AEC is not an advertising agency, does 
not place ads or sell space, but acts only 
as a consultant on technical advertising 
i.e. industrial sales catalogs . . . technical 
sales brochures . . . instructional media 

. visual aids . . . foreign language 
translotions. 


Call or write 


ASSOCIATED ELECTRONICS COMPANY 


132 NASSAU STREET, NEW YORK 7,N. Y. 
BEEKMAN 3-3912 


INIWLYVdIG ONISILYIAGY 1VINLSNGNI 


Joins Plastic Film; 
to Expand Facilities 


Leonard F. Smith, formerly di- 
rector of advertising and sales 
promotion, Tubize Rayon Corpo- 
ration, New York, has been ap- 
pointed to a newly-created post 
where he will supervise the mar- 
ket development, merchandising 
and promotion of Plastic Film 
Corporation products. . 

The company is planning to 
enlarge its recently expanded 
facilities at Plainfield, Conn., for 
the production of moisture-vapor 
barriers for industrial and con- 
sumer goods packaging; plain and 
novelty cast films for wearing ap- 
parel, upholstery, draperies and 
plain and novelty cast films. 


Opens Chicago Office 


Lockwood - Shackelford Com- 
pany, Los Angeles agency, has 
opened a Chicago office at 75 E. 
Wacker Dr., under Robert B. 
Newell. It will handle part of 
the advertising account of South- 
ern Host Company, St. Louis, and 
Insect-O-Blitz, DDT bomb of In- 
dustrial Management Corporation, 
Chicago. 
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‘American Weekly’ 
Ads in England 
Bring 200 Replies 


New York, Nov. 28.—When Wil- 
liam H. Rankin, New York agency 
executive, went to England re- 
cently, he persuaded Gilbert E. 
Mott, promotion manager of The 
American Weekly, to try some 
small advertisements in English 
newspapers to see what would 
happen. 

What has happened so far has 
amazed all concerned, and pro- 
vides an index as to how eager 
the British are to do business in 
America. From about five of a 
series of 13 100-line ads in three 
newspapers, Sunday Times, Lon- 
don Times, and Daily Telegraph, 
Mott has to date received more 
than 200 replies. 

His mail bag is easily one of 
the most unusual in advertising. 
The Rapid Results College, Tui- 
tion House, London, and the Old 
English Sheep Dogs share file 


« 


space with a letter from I. ) 
Tseng, whose Central Company js 
located on Sule Pagoda Road. 
Rangoon. 

Inquiries for rate cards have 
been received from Holland, Den 
mark, Belgium and Scotland 
well as from Burma. 

The majority of responses came 
from textile and soft goods man- 
ufacturers, with philatelists, engi- 
neers, book publishers, advertis- 
ing agencies and building contrac- 
tors also represented. 

Other Britishers, hungry for 
reading material, asked for sub- 
scriptions. One wistful subject 
commented on the appetizing food 
advertisements and admitted to a 
twinge of envy. 


Bendix Buys Plant - 


For volume production of radios 
and radio-phonographs, Bendix 
Radio division, Bendix Aviation 
Corporation, Baltimore, has pur- 
chased its Towson plant from the 
Defense Plant Corporation for ap- 
proximately $1,700,000, and has 
begun additions and improvements 
that will cost another $500,000. 


USE SIGNS ONE YEAR 
AND YOU'LL NEVER BE WITHOUT THEM 


YOU CAN HAVE YOUR CAKE AND EAT IT TOO! 


' 


If each vear you invest just 10% of your advertising ap- 
propriation in Artkraft* outdoor neon dealer signs, in five 
years you will have signs to a value of 50% of your total 
appropriation working for you at your point of purchase. 
In other words, you will spend 100% annually—but have 
results equal to 150% of your annual appropriation. 


Most sales and advertising managers and account execu- 
tives appreciate the vast potentialities of a sign program 
for it has been proved by actual andited research that 
signs increase sales 14.6% for the individual dealer and 


make national advertising five times as effective, in the 
percentage of people within six blocks of your dealer who 
know where your product is sold. Outdoor dealer neon 
signs aree necessary to complete the sales chain as 
distribution without dealer identification is sheer waste. 
What you invest in dealer signs this year works for you 
for many years thereafter. 


You can do this with Artkraft* signs because certified 
audited records show that they are 999/1000% perfect 
over a period of years, and will therefore give many 
years of trouble-free service. 


PRODUCTION HAS STARTED 


Streamlined production methods and concentration on quantity orders permit us to offer the finest signs ever produced 


IT'S THE EXCLUSIVE FEATURES 
THAT MAKE THEM SIGNS OF LONG LIFE* 


at the lowest cost in history. 


While we do not expect to improve the quality of a 
product which pre-war was 999/1000% perfect by actual 
audited survey, still, we have made some startling ad- 
vances** in construction to improve the appearance and 
make service easier in the instances when necessary. As 
an example, the entire surface of the sign is streamlined, 
with ten year guaranteed porcelain finish, all exposed 
bolts have been eliminated, and a streamlined front end 
comes off to permit servicing without the use of a screw 
driver. All insulated high tension cable has been replaced 
by copper bus bar, and the tube sections rest on (not 
against) tube supports held in place by Artkraft’s* new 


THE ARTKRAFT* 


phosphor bronze, instant mounting tube retaining clips, 
making the first positive tube mounting in history. This 
provides a definite centering where tubes enter the sign, 
making possible the elimination of unsightly bushings. 
Most important of all, there is a phosphor bronze spring 
clip on the end of the electrode which has a fork like end 
opening making easy, instant and positive contact with 
the bus bar—and removal for service just as instant and 
easy. The dealer’s name panel is illuminated by means 
of a cold cathode fluorescent tube grid, eliminating lamp 
replacements. 


IMPRESSIVE SERVICE RECORDS 
HAVE WON THOUSANDS TO ARTKRAFT* 


During the past quarter century we have regularly served such leading merchandisers 
as Frigidaire, Shell, Westinghouse, Pittsburgh Paints, A 
Thousands of Artkraft* signs everywhere today, most of which have been up for many 
years, are proof of their superior quality. 


P, and countless others. 


SIGN COMPANY 


Division of Artkraft* Manufacturing Corporation 


900 Kibby St. 


Lima, Ohio, U.S.A. 


SIGNS OF foes enaee sees eeeeeesse 


ij THIS COUPON FOR YOUR CONVENIENCE 


LONG LIFE* FOR 


QUANTITY BUYERS |THE ARTKRAFT* 


Division of Artkraft* Manufacturing Corporation 


by 900 Kibby St., Lima, Ohio, U. S. A. 


The World's Largest 


Manufacturer of i ( ) 
Signs Name ..... 
*Trademarks Reg. U. S. Pat. Off. Firm ...... 


**Patents applied for on new features (All Underwriter 


Please send, without obligation, full details on Artkraft* signs. 


We are interested im a quantity of outdoor dealer neon signs. 
( ) We are interested in a quantity of Porcel-M-Bos’d storefront signs. 


SIGN COMPANY 
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Snyder Reports 
a 90% Decline 
in War Output 


Sales Executives Study/|* 
Advertising’ s Tasks 
in Peace Economy 


New York, Nov. 29.—“In the 
future the messages of advertis- 
ing... will have to become even 
more influential,” John W. Snyder, 
director of War Mobilization and 
Reconversion, told the first na- 
tional marketing forum sponsored 
by the National Federation of 
Sales Executives and the Adver- 
tising Federation of America here 
this week. 

During the war, Mr. Snyder 
said, “the government was the 
big purchaser.” By Jan. 1, how- 
ever, military purchases will rep- 
resent only 10% of the total manu- 
factures. 

“To translate needs into wants 
and wants into buying, distribu- 
tion will need better information 
about markets,” he said. “For 
many years American farmers 
have used the fact finding and 
research service that the Depart- 
ment of Agriculture provided. 
Business can use in a similar way 
the services of the Department of 
Commerce, the Census Bureau, 
the Bureau of Labor Statistics, 
and the industrial statistics di- 
vision of the Civilian Production 
Administration. 


Bigger Task Ahead 


“In 1941 this country made, 
bought and sold nearly 4,000,000 
passenger automobiles; 14,000,000 
radio sets; 3,500,000 household re- 
frigerators, and not far from 2,- 
000,000 electric washing machines. 
One of these days you distribu- 
tors will have to be ready to mar- 
ket far more consumer durables 
than that—because now this coun- 
try can produce and use more 
than that.” 

Clarence Francis, 
the board, General Foods 
poration, outlined four major 
tasks of postwar advertising: “To 
rebuild markets; to introduce and 
establish new products; to lift 
public demand for goods to new 
levels, and to produce an under- 
standing of the American economy 
and how it works.” 

In connection with new prod- 
ucts, Mr. Francis said that Gen- 
eral Foods is developing, among 
others, new mixes and soups, and 
pre-cooked and frozen meals. 

Citing figures prepared by the 
American Legion, Don Belding, 


chairman of 
Cor- 


chairman of the board of Foote, 
Cone & Belding, pointed out that 
an increase of 6,700,000 men and 
women can be predicted in dis- 
tribution, while manufacturing 
and government employment de- 
cline, to leave a net increase in 
total employment of 2,400,000 for 
1947, from 1943. 

Mr. Belding referred to inde- 
pendent retailers as “the backbone 
of America’s distribution system.” 
Independents, he explained, do 
58.2% of department store busi- 
ness; 77% of men’s and _ boys’ 


wear; 68% of women’s 
wear; 82.1% of family clothing 
business; aepeeens 95.9% of hard- 
ware stores; 72.9% of paint, glass 
and wallpaper stores; 84.1% of 
radio and electric appliance stores, 
and 68.7% of farm and garden 
supply stores. 


Textbooks Are Employed 


He described work on the Pa- 
cific Coast to show that distribu- 
tion costs are not too high, involv- 
ing textbooks for use in schools, 
and a _ book, “Distribution and 


ready-to- | 


Marketing Facilities for Western 
Products,” by N. H. Engle of the 
University of Washington, which 
will be used by western manu- 
facturers. Other projects in the 
program include instruction in 
salesmanship and advertising, and 
conferences for business men at 
eight western universities. 

Mr. Belding urged that this 
program be expanded nationally, 
either through the Advertising 
Council or the Advertising Fed- 
eration of America. 


Charles Luckman, president, 


4) 
Pepsodent division of Lever Bros, 
Company, warned the forum that 
American industry “must sell or 
go bust.” He advocated mor 
information in advertising. 


reaches an audience 
interested in 
what's new in this world 
For advertising rates: 
10 East 49th Street, New York 17, N.Y. 


Common Sense: 


A FEW 


ON THE RICH 


Beechnut Products 


Vick's Vatronol 
Arrid 


Swan Soap 

Tu Yu Perfumes 
Camel Cigarettes 
, Budweiser Beer 
oun Coca Cola 


NATIONAL ADVERTISERS 
WHO HAVE CASHED IN 


WESTCHESTER MARKET 
Astor Tea & Coffee 


Presto Cake Flour 
Johnson & Johnson 


American Radiator 


this one county. 


~eYoucan safely count 3 


these chickens. BEFORE THEY HATCH! 


All you have to do is look at the sales record of any good product that has made a 
bid for business in the Westchester newspapers. They're going to town among 


520,000 customers with money to spend . . . and they spend it! 
Westchester sales of building materials exceed those of eight entire states. 


There are ten states that don’t buy as large a volume of drugs and cosmetics a$ 


Food sales in 12 states don’t come up to the food sales in this ove county. 


Send for the sales figures and let us show you how the Westchester Newspapes$ 
give you the most effective coverage of this silver platter market. 


REPRESENTED NATIONALLY BY THE KELLY-SMITH COMPANY * NEW YORK 


eng 


hio, U.S.A. 


VENIENCE 
>MPANY 
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COVERING THE 14TH MARKET IN AMERICA 


signs. 
efront signs. 
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607, 766 people reside 


in the greater Long ore 
, the majority 
2awK 10 mile zone. 
ph finding 4 staat shopping 
center in metropolitan Long 
Beach. 

The daily SUBURBAN 
EDITION of the Press-Telegram 
westeansti and Sun containing news 

at- 
athered in these many ne 
oY communities is widely read 
in this rich area. 


DENA 
Cane 0 sow Cr 
pincou* 


ONLY Long Beach paper with suburban 


circulation. 


EACH WEEK. 
PRESS AND UNITED PRESS. 


Ys 
ONLY LONG BEACH PAPER PUBLISHED SEVEN DA 


TED 
ONLY LONG BEACH PAPER SERVED BY ASSOCIA 


cH PAPER WITH DAILY COMIC PAGE. 


omy Lene ORS comics AND MAGAZINE. 


ACH PAPER WITH SUNDAY COLOR 


OWLY LONG BE 
WITH CIRCULATION IN VITAL 


ONLY LONG BEACH PAPER 


SUBURBAN TRADE AREA. 


Long Beach families read 
read ALL other 


simon as_man 
eee 
aper as 
° this one great HOME ys combined! 


local and out-of-town 


MPANY 
& CRESMER CO 
NATIONALLY BY WILLIAMS, LAWRENCE r Group 
REPRESENTED omics, Pacific 


ade, Nancy Sasse 
Members: Metro Pacific C Par 


Spur Bond Sales 
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= eral Reserve Bank and the Treas- 
Flights to London ee: A final report form is to be 
| filled in, signed and mailed to the 
proper state exhibitor chairman 
by midnight Dec. 31. In case of 


be Movie Houses |a tie, duplicate awards will be 
New York, Nov. 29.—For the) given. Seven film producers—Co- 
/highest percentage ratio of E|/umbia, M-G-M, Paramount, 


| bonds sold to the number of seats| RKO- Radio, 20th Century - Fox, 
in the theater, the motion picture | Universal and Warner—are pro- 
|industry’s Victory Loan National moting the contest jointly in busi- 


BINDERS ano 
FOLDERS. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


: BEAVERITE PRODUCTS. I INC. 


| Committee is offering the nation’s 

movie theater managers six round 
| trips to London on an American 
| Airlines plane. 


Scheduled for Spring 


| The flights, said S. H. Fabian, 
committee chairman, are being 
scheduled for early spring. In- 
cluded are eight days in London, 
entertainment by the British mo- 
tion picture industry, tours of 
bombed-out areas and other 
points. 

All E bonds sold at a theater 
between Oct. 29 and Dec. 8 are 
counted. Sales must be supported 
by orange triplicate stubs, to 
verify accuracy through the Fed- 


ness paper advertising. 


Buchsbaum Promotes 
New ‘Mirth’ Perfume 


Mirth, a new perfume an 
cologne made by S. Buchsbaum ; 
Co., Chicago, and sold only { 
department and drug stores, ha 
been introduced to the publi 
through a 1,000 line four-color a 
in the Chicago Sunday Tribun 
and through direct mail to sale 
representatives of the company 
So far, distribution has been mac, 


in Illinois, Indiana, Wisconsi) 
Michigan and Iowa. The campaig: 


59 BOOK PUBLISHERS for the rest of the year include 

JOIN TO SELL BONDS eight supporting advertisement 
New York, Nov. 29.—Fifty-nine|in other Chicago Sunday news- 

book publishe ember f the| Papers. 

cumin ee Ah 20 in Worthan For the first six months of 1946, 


4 ‘ the company plans to spend ap- 
who advertise in the New York proximately $30,000 for advertis- 
City newspapers, have each| ing using the magazine sections 
agreed to devote one day’s adver-|of newspapers and small space 
tising to the Victory Loan drive.| ads in fashion magazines. An in- 

The council has assigned, alpha-| creasing amount will be spent on 
betically, a day to each member. Mirth for the remainder of the 
Despite the paper shortage, since | ¥°": 
the first day of the drive, Oct. 28, ° 
the council’s bond campaign has Oe eee . 

P . os " any, 
missed only seven days in the Chicago, has been named national 
Times and only three in the Her-| representative of KLUF, Galves- 
ald Tribune. ton, Tex. 


@eseeeeerefGeeeeeeeeeeaeeeeae ee ever eur vuvees 


An outstanding example of the capable editorial 
policy of the Missouri Ruralist which is profitable 
to both readers and advertisers, is its soil pro- 
gram. This program has built an increasingly 
large volume market in Missouri for fertilizer 
manufacturers*, by showing its readers how they 
can employ fertilizer to increase crop production 
and quality, on Missouri’s millions of acres that 
have a national reputation for high fertility and 
abundant crop returns. Such a program, to be 
successful, requires thorough study and analysis 
by an editorial staff with the right “know how.” 


The soil program of Mis- 
souri Ruralist is carried on 
by Cordell Tindall, Field Ed- 
itor, inco-operation with other 
members of the paper’s ed- 
itorial staff. Tindall is recog- 
nized throughout the Middle- 
west as an editor thoroughly 
versed in the subject of the 
proper use of fertilizers and 
results to be gained. His broad, 
intimate knowledge of Mis- 
souri agriculture, plus his 
constant contacts with Missouri farmers has 
achieved highly efficient results in this impor- 
tant program. 


CORDELL TINDALL 
Field Editor 
Missouri Ruralist 


Missouri Ruralist, backed by its “know how” 
editorial policy, applied specifically to Missouri, 
offers you the most direct, effective and econom- 
ical way to reach the prosperous Missouri farm 
market. 


* The following nationally known fertilizer manufacturers 
are regular advertisers in the Missouri Ruralist. 


American Agricultural Federal Chemical Co., Inc. 


Chemical Co. 
Armour Fertilizer Works 
The Nitragin Co. 


Virginia-Carolina Chemical 
Corp. 


Missouri Chemical Co. 
Darling & Company 
American Potash Institute 
Swift & Company 


Missouri RURALIST 


CAPPER PUBLICATIONS, 
Business Office — Topeka, Kansas 


INC. 
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No ‘Octane War’ 
in Atlantic Copy, 
Says Ad Manager 


Philadelphia, Nov. 28.—Atlan- 
tic Refining Company has started 
, one-month campaign for Hi- 
\re, its new postwar gasoline, in 
‘50 newspapers and 24-sheet out- 
oor posters throughout its entire 
eastern territory, with 1946 plans 
not fully formulated. 

In contrast to some other com- 
panies, Atlantic is not stressing 
octane ratings, special processes 
or any other particular feature in 
ts projected campaigns. Instead, 
the company uses “new and bet- 
er high test gasoline’ to identify 
the product and relies on stress- 
ng the trade name. 

Keynoting this advertising pol- 
icy, Joseph R. Rollins, advertis- 
ing manager, told ADVERTISING 
AGE, “We are not going to get into 
any octane wars.” 

Mr. Rollins stated that Atlantic 
hopes to continue its’ sports 
broadcasts in 1946, if time can be 
cleared on the various indepen- 
dent stations for baseball and 
football broadcasts. 

M. W. Ayer & Son, Inc., is the 
agency. 


JWT Adds Six in L. A. 


The Los Angeles office of J. 
Walter Thompson Company has 
added six members to its staff: 
John A. Privett Jr., recently re- 
leased from the Navy, service rep- 
resentative; Elwood K. Grady, re- | 
cently returned after serving with 
the Army in the ETO, service 
representative; R. M. Milliken, 
formerly art director and assist- 
ant production manager of Pure | 
Oil Company, Chicago, in charge | 
of mechanical production; B. W. | 
Lewis, formerly art director in| 
the Chicago office, transferred to | 
the Los Angeles office in the same | 
capacity; James Rowe, released | 
from the Marine Corps, in charge | 
of publicity, and Margot Mallory. | 
formerly fashion copywriter of | 
Stern Brothers, New York, fashion 
and food copywriter. 


Plans ‘Food Trade News’ | 

Food Trade News, a bi-weekly | 
serving the retail grocery trade 
and allied interests in the Phila- 
delphia trading area, will begin | 
publication early in 1946. Edward | 
W. Price, former division man- 
ager in Philadelphia for Beech-| 
Nut Packing Company, Canajo- | 
harie, N. Y., heads the publishing 
company. Offices are in the Lib- 
erty Trust building. 


Compiles ‘Trade Index’ 


First issue of “United States 
Trade Index,” listing North Amer- 
ican manufacturers with products 
for export to Latin America, will | 
be distributed by Dun & Brad- | 
street, New York, next spring. 
A total edition of 40,000 copies of 
the 500-page index is planned. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


|S. WABASH AVENUE 
ay - CHICAGO td 


Heads District Sales 


for American Central 


Lon W. Evans, who early this 
year joined the sales department 
of American Central Mfg. Corpo- 
ration, Connersville, Ind., maker 


of kitchen sinks and cabinets, has 
been appointed sales manager of | 
the southwestern district, with | 
headquarters at Fort Worth, Tex. | 

American Central has named | 
Mahmoud Abdul Fath, of the) 
Middle East Enterprise Distribu- 
tion Company, as its first foreign 
representative, to handle distribu- | 


tion in Egypt and other Middle | Flagler Appointed 


East countries. 
| Palen Flagler, recently 
| Bendix Aviation Corporation, has | 


| been made director of advertising 


To Publish ‘Horizons’ 


/and publicity, De Laval Steam 
Horizons, a new monthly maga- | Turbine Company, Trenton, N. J. 


zine devoted to Midwest travel | 
and vacation attractions, is to ap-| 

peer next Seite. Batty O'Fia. Bell Promotes Honaman — 
herty, of the Chicago Daily News,| R. Karl Honaman, with the) 
and Sheldon Peterson, network | Bell Telephone Laboratories, New | 
radio news editor, will be co-| York, since 1934, has been made | 
editors. Advertising and circula-| director of publication, in charge 
tion offices of the Horizons Pub-| of advertising, technical publica- | 
lishing Company are being set up| tions, information and the maga- | 
at 360 N. Michigan Ave., Chicago 7.| zine “Bell Laboratories Record.” | 
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HOW ABOUT 


SOME FENCES? 


It stands to reason that in the past four years of war, certain peace-time 
routines had to be put aside—even by companies who advertised consist- 


ently throughout the emergency. 


For that reason it is particularly important now to mend some fences—to 
re-establish a lot of important contacts .. . to feed sales material to the 
men who are now about to do your selling . . . to deliver service material to 


those who need it. 


The readers of MOTOR AGE constitute a high percentage of the automo- 
tive retail and wholesale men who are going to sell and use your products 
from now on. They, too, are rebuilding their fences—re-establishing their war- 
interrupted business. They're easy to talk to—easier now than ever to sell 


through MOTOR AGE, their favorite business magazine. 


® 


A CHILTON Publication 
mn OTOR if ‘- f Chestnut and 56th Streets 
Philadelphia 39, Penna. 


FIRST IN IMPORTANCE —CAR DEALERS AND INDEPENDENT SERVICE STATIONS 
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Time: Spring of 1940. Place: Kimberly-Clark mill. 

‘That's it, we'll call it Levelcoat,” they agreed as they stood admiring 
the first run of this revolutionary new paper. Here was a printing paper 
to fill a long felt need. Here was a machine-coated paper with the smooth- 


Printing Papers . # ness and beauty of more costly coated papers. 


Ho we Levelcoat As pioneers in the field of machine-processed papers, it was natural 


that the men in Kimberly-Clark should develop these improved machine- 
Distributed by coated printing papers — called Levelcoat. Years of exhaustive scientific 
wT ee % porn research and experiment brought about a formula for a richer, whiter, 
LABAMA more even coating . . . and the method of applying it did the trick! This 
Birmingham ............... Sloan Paper Company made possible a process that produced papers which excelled in printa- 
bility and readability. 
—. pallida: Wasik Cummins Thus Levelcoat was born. And since then the name Levelcoat has come 
lniecninaior a ; to mean finest-quality papers to printers, advertisers and buyers. 
RKANSAS 
SNE cocseccosses Arkansas Paper Company 
ALIFORNIA : 
SE, Adda bg ddeeecesee Zellerbach Paper Company 
oy i cacsueaees 
s Angeles .......... " " “ 
SE I 95 as -* 
ME oo... iccesss “ “ 
Sacramento ........... “ - . 3 
mem Diego ............ . ’ 2 eo 
San Francisco ........ - . pc 
| Pena " rs - 
EE aa Fane cain “ " sad P 
OLORADO : > a 
| ee Carpenter Paper Company # f 
EE, Sach seesascesahads P ~ = 
ONNECTICUT ‘ is 
Hartford ........ The Rourke-Eno Paper Co., Inc. He fa 
rae Bulkley, Dunton & Co. c (ees ee a sei 
ISTRICT OF COLUMBIA 
| Washington ....Barton, Duer & Koch Paper Co. 2 
-ORIDA 
i acksonville --- Knights Brothers Paper Company 
# SE ssotsnees ' “ ‘ ‘ 
_ S “ “ a 
Tallahassee .... “ “ i “ a 
rar ” “ “ “ 4 
EORGIA 
SN 25 vou vevcewaddedvas Sloan Paper Company 
AHO 
SP Racal ae pre Zellerbach Paper Company 
LINOIS 
| Eero Berkshire Papers, Inc. 
0 Chicago Paper Company 
RAMOREO 2 cc ceesccsseee Midland Paper Company 
Springfield .......... Capital City Paper Company 
 NDIANA 
Indianapolis ............ Crescent Paper Company 
IWA 
Des Moines ........... Carpenter Paper Compan 
rrr ree a as ined 
ANSAS 
0 ES eee Carpenter Paper Company 
SRS 2 ab-acesseeeces Western Newspaper Union 
ENTUCKY 
Ere The Chatfield Paper Corp. 
OQUISIANA 
Baton Rouge........... Louisiana Paper Co., Ltd. : 
ST MPOMOIEIDs ..00 000.008 The D and Paper Co. 2 i My a 
Shreveport............. Louisiana Paper Co., Ltd. bh ae 
4ARYLAND . 
Baltimore........ Baltimore Paper Company, Inc. 3 Ki i & . R LY 
AASSACHUSETTS 


eT errer Carter, Rice & Company Corp. 


Boston. . 
Worecester....... Charies A. Esty Paper Company x K 
AICHIGAN 


= Kiabe or 
PPT err Seaman-Patrick Paper Co. * 
Grand Rapids.......... Carpenter Paper C ; Kim berly 
Srenter Baper: Company CORPORATION Sevelcoal Clark 


AINNESOTA enceanan 
Pee ohn Boshart Paper Company Seiaceae oes 
Minneapolis....... a Minneapolis Paper Co. "TRADE NEENAH, WISCONSIN ane? 

SUOMI sss -ssoesnet my. Stilwell Paper Co. fo PRINTING PAPERS 

AISSOURI 
Kansas City........... Carpenter Paper Company 
gS Pee eacon Paper Company — —_ a ————————— 
St. Louis....Shaughnessy-Kniep-Hawe Paper Co. — 

Es ccsacccendveses Tobey Fine Papers, Inc. } 
| 
MONTANA New York..... ....Forest Paper Company, Inc. , OREGON TEXAS 
New York............ * E. Linde Paper Company | Sr errr Zellerbach Paper Company Po ere ...+++...Carpenter Paper Company 
Billings. . -+seesse-Carpenter Paper Company New York.. eedexes -A. Price & Son, Inc. Portland ....<csccec. Dallas ........ ; “ “ 4 
Great Falls ............ : “¢ ” = eee ‘Royal Paper Corporation Nast Warth ... “ “ “ 
Rochester We eertT tr Paper Service, Inc. Harlingen : ee “ “ “ 
NEBRASKA —— phoma i * Seornee me | PENNSYLVANIA Houston ...... ae L. S. Bosworth Go. Inc. 
. : Pe errererr rrr tt re roy Paper Corporation . Po Mine ae eine Cs t a mpany 
ay V Mibenas Hit ae “er tie sited Philadeiphtia.......sccsssees Paper Merchants, Inc. San Antonio ee eae 3 
BBR sess : NORTH CAROLINA se oma ag Sererrer rte D. L. Ward Company 
et ha Pittsburgh....The Chatfield & Woods Co. of Pa. 
ae ; NEVADA Charlotte ceceeeeceeeeese+sDillard Paper Company UTAH 
ae .....Zellerbach Paper Company Greensboro .......+...++- ie ic i Salt Lake City...... Zellerbach Paper Compa 
RHODE ISLAND 

NEW JERSEY NORTH DAKOTA | Providence......... Carter Rice & Company Corp. VIRGINIA 
OT ee J. E. Linde Paper Company Ps kv acanvens Western Newspaper Union Pee eeTeey Cauthorne Paper Compa»y 

NEW MEXICO OHIO SOUTH CAROLINA | 

7" . : _ Craethville. cccisiciiscss .Dillard Paper Company WASHINGTON 
Albuquerque .Carpenter Paper Company Cincinnati ....The Chatfield Paper Corp ’ > c y 
Cleveland. ..The Petrequin Paper Company eC — eda : Zellerbach Paper omp 
Columbus The Scioto Paper omen y er eae ss a a 
NEW YORK ‘ ‘ Toledo.... The Ohio & Michigan Paper C TENNESSEE : Walla W all - ys @ 
es hl Hudson Valley Paper Company Chattanooga ..Bond-Sanders Paper Co. Yakima : pad 
rooklyn.. .A. Price & Son, Inc. Jackson / ...Carroll Paper Company 
* Buffalo.... ..Paper Service, Inc. OKLAHOMA Knoxville Southern Paper Company Ww 
: Buffalo.... Union Paper & Twine Co., Inc. Oklahoma City.. Carpenter Paper Company Memphis : Tayloe Paper Company ISCONSIN 
New York Baldwin Paper Company, Inc. Tulsa Tayloe Paper Company of Oklahoma Nashville . ...Bond-Sanders Paper Co. Milwaukee ; The Bouer Paper Comp 
New York ... Bulkley, Dunton & Co | 
New York ...The Canfield Paper Co EXPORT AGENTS: American Paper Exports Inc., New York, U. S. A. Cable Address: APEXINC—New York 
KIMBERLY-CLARK CORPORATION ...NEENAH, WISCONSIN 
. 
Established 1872 
New York: 122 E. 42nd St. Chicago: 8 S. Michigan Ave. Los Angeles: 510 W. 6th S?- 
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Ihe Creative Mau Corner 


One of the most difficult things in ad- 

vertising is to use a technique successfully 
_instead of merely applying it. 

There is no better illustration of this 
than in the countless early efforts to mold 
straight selling copy into continuity strips, 
without any consideration at all of the 
vital necessity of making them interesting. 

Fortunately, the continuity formula 
finally became generally known. And 
some of the most effective advertising ap- 
pearing in print today follows this formula 
with only slight variations—although the 
actual appearance of the advertisements 
may ater as greatly as, say, the Kleenex 
strips with Little Lulu and the wholly 
serious continuities for Fletcher’s Cas- 
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“Norvin ate three helpings of Wheaties this morning “ 


Cartoon advertising, it seems to us, cur- 
rently is just about where the strips were 
fifteen years ago. 

For every really successful cartoon, like 
the Wheaties and Folger’s coffee examples 
herewith, there are a dozen that belong 
in the class only by virtue of humorous 
art and a caption confined to two lines. 
The form is there, but the formula is 
missing. 

It isn’t enough that the advertising car- 
toon be amusing. It must also make a 
point that makes the selling message 
sharp. 


“WHEN | SAY COFFEE | MEAN FOLGER'S!” 


You Ought toKnow . eo e --- John C. Cornelius 


When he was a small lad, John C. 
Cornelius, now executive vice-president 
in charge of western offices of Batten, 
Barton, Durstine & Osborn, Inc., read 
this quotation: “If there’s no romance in 
your job, change jobs.” 
And from that day in 
1913 when he earned 
his first 35 cents for 
sweeping up and de- 
livering packages for 
an Ithaca, N. Y., cor- 
ner grocery, that 
phrase has served as 
his work-a-day creed. 

A living example of 
the rolling stone 
which gathered no 
moss but did manage 
to acquire a brilliant Tiffany polish, Jack 
Cornelius achieved his present station as 
boss of all BBDO offices in Chicago, 
Minneapolis, San Francisco, Los Angeles 
and Hollywood in the most indirect and 
probably the most unorthodox manner 
imaginable. So many and so varied have 
been the jobs he filled en route from that 
Ithaca grocery store to his present plain, 
though handsomely - appointed offices on 
the top floor of Minneapolis’ spacious 
Northwestern Bank building, that a com- 
pilation of them might easily be confused 
vith a listing by an employment agency. 

Born in Milford, Pa., in 1900, where 
iis father died when he was two months 
ld, Jack and his little sister were taken 
yy their widowed mother to live on a 
attle ranch near Lipscomb, Tex. Until 
e€ was 13 he thrived upon the rugged 
xistence that life in the Panhandle of- 
ers, learning to ride horses, fish and 

int. 

In 1913 the family moved back East 
‘here, in Buffalo, the mother endeavored 
itilely to operate a rooming house. 
thaca offered better opportunities and 
here young Cornelius commenced the 
usiness of earning his own living and 
ducation. Despite the many changes he 
nade in jobs (unless there was romance 
n his work he moved on to another posi- 
ion), Jack found time to participate in 
ithletics in high school, where he starred 
n football and basketball, winning all- 
tate positions in both sports. He also 


John Cornelius 


led and sang in the high school glee club 
and wrote the school’s alumni song. In 
the meantime his list of jobs included 
janitorial work, clerking in a store, man- 
aging a haberdashery, managing a cafe- 
teria, door-to-door canvassing and even 
motion picture acting. 

That was long before motion pictures 
started talking back, and: because of its 
ideal location and exceptional scenery, 
Ithaca was chosen by Wharton, Inc., pro- 
ducer of Pathe pictures, for the filming 
of its stellar productions. 

A handsome high school senior and 
athletic star with considerable amateur 
dramatic experience, young Cornelius 
procured a job as an extra on the movie 
lot. It wasn’t long before his histrionic 
proclivities asserted themselves so forc- 
ibly that they attracted the attention of 
the producer and there he was, a full 
fledged motion picture actor. His first 
role was in support of Pearl White in 
“The Exploits of Elaine” serial, and this 
achievement was followed by supporting 
roles in pictures featuring such screen 
luminaries as Milton Sills, Norma Tal- 
madge, Doris Kenyon and numerous 
others. 

Jack might well have gone far in pic- 
tures, had it not been for one disturbing 
and curious drawback—there was no ro- 
mance in the work. Making love to 
beauties of the screen didn’t make for 
romance in one’s work, in Jack’s book of 
reasoning. Fishing and hunting are a 
lot closer to his idea of fun, and incident- 
ally have a great deal to do with his in- 
sistence on making his home and his 
headquarters in Minneapolis. 

Graduation from Ithaca high school 
was to be followed by enrollment at Cor- 
nell University, but once more romance 
changed Jack’s course of procedure. Ac- 
ceptance of a door-bell pushing sales job 
for the summer months took young Cor- 
nelius deep into the hinterland and for 
the first time he saw the state of Wis- 
consin with its thousands of fishing lakes 
and streams and its hunting areas. Right 
there Cornell lost a student and the 
movies a potential star. Accordingly, in 
the fall of 1919, John Church Cornelius, 
burdened ever so lightly with folding 
money, joined the thousands of freshmen 


who were enrolling at the Badger uni- 
versity. Of course athletics were out of 
the question, as was his continuation at 
the university, unless he could find a job 
—a minor detail which he took care of 
on his first day in Madison. 

The job was with Kessinick’s depart- 
ment store where, when he wasn’t dress- 
ing windows, he was out pounding the 
pavement collecting past-due bills. For 
the next year he occupied numerous jobs, 
managing to pay expenses and then, 
when vacation came, he talked himself 
into the management of a dance hall at 
an amusement park where, between 
hours of work and fishing, he sold ads 
on a program. 

One of his first promotions was a desk- 
size advertising blotter in which 45 firms 
were represented, and this venture 
marked his first dip into money of suf- 
ficient abundance to permit him to ex- 
pand his campus activities. The blotter 
scheme, by the way, brought Cornelius 
$2,000 for its sale on his graduation and 
it still provides work which makes pos- 
sible the attendance of two Wisconsin 
football players in school each year. 

From the first year on, Cornelius didn’t 
merely work his way through college— 
he made a big business of it, taking a lot 
more money away from the univefsity 
than he ever paid in. From a private 
office he operated an octopus-like enter- 
prise called the Wisconsin Typing Com- 
pany, which, for a cool 50% commission, 
would provide students with virtually 
any and every kind of service desired, 
including turning out of professionally 
typed themes to calling a cab and from 
providing bouquets to furnishing finished 
manuscripts. 

In college entertainment circles he 
managed to find sufficient time to take 
a lead in the Wisconsin Haresfoot club, a 
musical comedy organization; also, he 
cherishes as one of his outstanding 
achievements, his success in winning the 
leading role in a college play, “Yellow 
Jacket,” away from a classmate named 
Freddie Bickle, who was to become a 
world famous movie star under the name 
of Frederic March. 

From the date of his graduation at 
Wisconsin until his association with 
BBDO, Jack Cornelius engaged in many 
businesses, including service with the 
Chicago Tribune, sales manager of a Flor- 


ida real estate company—which job he 
accepted after seeing movies of tarpon 
fishing—and sales manager with a direct 
mail firm. 

In 1935 he joined the Cowles organ- 
ization as head of new business for the 
Des Moines Register and Tribune, and 
subsequently moved to a small Des 
Moines agency. But, with little or no fish- 
ing and no hunting at all available in the 
Des Moines region, Cornelius felt keenly 
the lack of “‘romance in his work,” so when 
he was offered a job with BBDO in Minne- 
apolis, he snapped at the chance to move 
into sportsman’s country. That was in 
1931; in 1933 Cornelius was made man- 
ager of the Minneapolis offices of the 
company, and subsequently was given 
supervision over all territory from Chi- 
cago to the West Coast. 

It’s easy to see from this brief review 
of Jack Cornelius’ action-packed life that 
the advertising and merchandising poli- 
cies he evolves for his clients are not 
likely to lack either verve or showman- 
ship. And one of the best examples of 
his flair for the unusual is the develop- 
ment of the “double your money back” 
advertising theme and guarantee he de- 
veloped for Hormel in 1934—a formula 
which worked so well that it has since 
been used, practically without change, by 
more than 50 national and sectional ad- 
vertisers. 

Jack Cornelius directs the work of 
BBDO offices on the West Coast and in 
Chicago, but he is without question Min- 
neapolis’ foremost public spirited business 
man and booster, and it has long since be- 
come evident that nothing will lure him 
permanently or even for a iong period 
from the city which he is firmly con- 
vinced is the best place in the world in 
which to live and work. 

He originated and organized the Hos- 
pitality Club of the Minneapolis Civic 
and Commerce Association; he’s chairman 
and publicity director of the tourist com- 
mittee; past president of the Minnesota , 
Association for Crippled Children; direc- 
tor of the Civic and Commerce Associa- 
tion, Council of Social Agencies and 
Minneapolis Aquatennial Association; has 
been general chairman of the Commun- 
ity and War Fund drives, and has been 
extremely active in all the War Loan 
drives. For relaxation—you guessed it— 
a spot of hunting or fishing is the thing. 


the Pay- Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


USING CURRENT EVENTS AS COPY 
THEMES FOR SALES LETTERS 


Very effective copy themes frequently 
can be based upon current events to 
drive home sales appeals. Here is a 
splendid example showing how O. A. 
Hanke, editorial director, Poultry Trib- 
une, Mount Morris, I11., utilizes this copy 
appeal. His letter, mailed to advertising 
prospects, reads as follows: 


“Dear Sir. — —: Have you heard the 
story of the secret pipe line under the 
English Channel through which the Al- 
lied Invasion Army was supplied with 
gasoline? It’s one of the miracles of 
World War II... and contains a valu- 
able lesson. 

“The engineers developed continuous 
hollow, lead pipe up to forty miles long. 
They laid a dozen such lines across the 
Channel. Millions of gallons of vital 
gasoline flowed through them directly to 
the invading army. Its directness both 
fooled and foiled the Germans. They 
had expected to destroy the Allied tank- 
ers on their trip across the Channel. 

“Similarly, specialized farm magazine 
editors have laid pipe lines direct from 
the latest source of information, relating 
to the specialty, to the editor’s desk. Here 
too it is urgent to have the fuel of busi- 


ness progress come direct and in ade- 
quate quantity to push forward the cam- 
paign for profit. 

“For instance, look at the attached 
October number of Poultry Tribune, 
America’s Leading Specialized FARM 
MAGAZINE. It reaches monthly nearly 
a half million information-hungry poul- 
trymen. It gives them the facts and 
figures they want. Like the Channel 
pipe line, it escapes distracting surface 
damage because it is laid so deeply and 
so specifically in their business problems. 
Every paragraph of information is sought 
eagerly. 

“Many manufacturers used this same 
magazine pipe line to reach the army of 
product - searching poultrymen. They 
know that such an arrangement will de- 
liver maximum pulling power, for a well 
read magazine invariably is a responsive 
one. 

Cordially yours.” 

The method of tying in a current event 
with a product in this case is done so 
smoothly and naturally the reader doesn’t 
feel that the analogy is strained. 

The one missing link in this letter, 
however, is the lack of reference to ad- 
vertising rates or the closing date of the 
next issue. 
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a r t Columbia is celebrating its 24th a Carr will introduce new items h Y 
*" uncteases ae mere anniversary with special trade Posters Major Ad and its war casualty products will Chen Yu to Baker 


Baker Advertising Agenc,. 
Toronto, has been appointed 
handle advertising in Canada f 


promotions, but anniversary copy 
will not be emphasized in con- 
sumer media. 


be reintroduced in new packages. 
Progressive expansion of distribu- 
tion areas will fan out from bakery 


New York, will expand its adver- 
tising expenditures about 20% for 
the first six months of 1946. 


Medium in Carr's 


Heres the 


Expansion Plan 


Wilkes-Barre, Pa., Nov. 28.— 
Plans for expanded distribution, 
supported by extensive advertis- 
ing, with outdoor posters as the 
major medium, were revealed to- 


locations in Wilkes-Barre, Green- 
wood, S. C., Peoria, Detroit and 
St. Louis, where the company’s 
large new bakery is expected to 
be completed next year. 

Lynn-Fieldhouse handles the ac- 
count. 


Associated Distributors, Inc., Ch - 
cago maker of Chen Yu Products. 
McGillivray Brothers Ltc, 
Toronto, is in charge of sales, and 
distribution throughout Canada 
expected in time for Christm:s 
buying. 


on by the J. B. Carr Biscuit Warner Appoints Potter 
ompany, r BO heme Ss me 
The baking company will con-| Appoints Ransburg ices a tg Pong ee agie 
tinue to use its transcribed “Carr} Don Byron Ransburg, formerly |the branch in Cuba, has been ap- 
Melody Bakers,” five-minute, | advertising manager of Communi- | pointed assistant manager of the 
thrice weekly radio show on 26| cations, Inc., Coral Gables, Fla.,| foreign division, William R. War- 
spot stations, with new talent be-| has joined the staff of Allied Ad-|ner & Co., New York, manufactur- 
ginning Jan. 1. vertising Agencies of Florida, Tal-| ing pharmaceutical house. 
The new campaign will employ I#hassee, 4, aceount executive on ve 
outdoor posters in 55 cities in ¥ Runs Pyrex Holiday Ads 
Pennsylvania, New Jersey, the weal " 
& Carolinas, Georgia, Illinois and| Blackall Reelected “y. & wanes Corte 
Missouri, advertisements in 52 Frederick S. Blackall Jr., presi- | campaign for Pyrex in 18 maga- 
You’ve heard it—“the coming of newspapers and in trade publica-|dent and treasurer, Taft - Pierce | zines and 110 Sunday newspapers. 
‘Il bri ll tions, and point-of-purchase dis-|Mfg. Company, Woonsocket, R. I.,| A special one-shot insertion on 
peace wl ring collapse to war pro- plays to tie in with consumer ad-| Was reelected president of the New | Pyrex in color appeared in the 
duction centers.” vertising featuring “Cookie Carr,” | E®gland Council at its first peace-| Nov. 24 issue of The Saturday 
th . ad “te time conference in Boston. Dud-| Evening Post. Batten, Barton, 
, : € company’s new trade char-|jey Harmon was reelected execu- | Durstine & Osborn, Buffalo, N. Y. 
Here’s South Bend’s answer to that acter. tive vice-president. is the agency. 
one — gas, electric and telephone in- * 
stallations are still going up, and South 
Bend hums with peacetime production. 
September September 
1944 1945 
Gas 25,119 25,541 
| Telephone 30,719 31,208 | 
| 
Electric 31,371 31,889 
- Who's leaving where? We don’t know | 
all the answers, but we do know it’s 
not South Bend they’re leaving! And : 
we do know that our “Hooperating,” 
always terrific, looks better than ever, | 
too. A copy is yours for the asking. | 
| 
| 
COLUMBIA 960 KC 
NETWORK 1000 WATTS 
| 
| 
* | 
| 
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TOMORROW = DIESEL’S NEW FRONTIER... 


In addition to the hundreds that will be used to 


_tebuild war-torn Europe, Diesels will be seen 


and endless ribbons of modern highways. 
DIESEL PROGRESS affords you contact 


digging huge craters for building foundations, with new frontier builders—men who are daily 


| setting up mammoth concrete forms for build- 


uw ¥ pp " ings, docks, dams and other installations. 
‘ é ay “ 7 ; 
i ¥ A _ Some will haul the dirt away, and others 


will bring the concrete, out | 


A few of the Air-Conditioning Plants 
industries served Bus companies 


by Diesel Progress Consulting Engineers 
include the Contractors road and 


making purchases in the Diesel field. The lead- 
ers of the future read “DIESEL PROGRESS.” 


They are the men you want to reach and se |. 


Mines 

Municipalities 

Naval architects 

Oil drilling contractors 


of which will grow modern 


sky scrapers, dams, mills 


. $ following: general uarries 
Through the years, sales messages planted in Engine manufacturers seat 4 
Government officials Shi 
Dairies a 
the P. M. MIND have produced extra results Ice plants Shipyards 


Tractor users 
Truck fleet operators 
Utility companies 


Industrial power users 
Irrigating projects 


. because of the inquisitive, interested, active Logging companies 


character of Popular Mechanics’ man-audience. | 


Edited and Published by REX W. WADMA"™ 
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> ae 7.» |Cairns & Co. to Handle 
“iA - 1\- - |Lace, Fashion Accounts 


Rah Gye |) ok: Bromley Mfg. Company, Phila- 
: ey delphia, maker of lace curtains 


et 
he Pe ea ee John A. Cairns & Co., New York, 
ME thea Se eas to handle their advertising. 


for Associated Merchandising Cor- 


for girls in the 12 to Junior Miss | 


age groups. Newspaper copy will | 
be used in 23 cities where AMC- | 
| affiliated stores are operated. 
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Turco Promotes Tay, 
Switches Agency 


: a x made by Turco Products, Inc., Los 
Roy “sf is ae ye ae and table coverings, and Maison | Angeles, being advertised 
he a io France, New York, maker of / 1,000 

hor through Bris- 
Van Norden & Staff, San 
Radio, outdoor, maga- 
whey ef Cairns has scheduled a series| zines and car cards are also being 
z ae of magazine and newspaper ads | used. 


Se gee eee . |ladies’ dickies, have appointed | daily 


Emphasis in the Tay cam- 
paign wil be placed on the Cali- 
poration featuring fashion clothes! fornia market. 


Beginning Jan. 1 the account 


Beaven, Los Angeles, and markets 
| will be expanded. 


For Best Results Advertise in — 


“CONCENTRATED” 
NEGRO MARKETS 


ELECT CHICAGO for your test of America's 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 
Write for information: 


GEORGE T. HOPEWELL, Exclusive Representatives 
NEW YORK OFFICE: !0!1 Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive 


LARGE-SCALE—This is called the larg- 
est map of the U.S. ever printed, and 
Studebaker has installed it to aid in 
projected auto sales expansion. The 
scale is 15 miles to the inch, with de- 
tailed sectionalized treatment of metro- 
politan areas included in the setup. 


Sonotone Tests 
Humor in Series 
on Hearing Aids 


New York, Nov. 29.—In the be- 
lief that impaired hearing, and 
aids to overcome it, have been 
treated too solemnly in advertis- | 
ing, Sonotone Corporation has be-| 
gun a test series on the subject 
in lighter vein in The New Yorker. 

First of the series titled, “Quiet, | 
Martha—Our neighbor has a new | 
Sonotone ’600,” shows a wayward 
husband returning late to greet 
his wife, who bears an angry ex- | 
pression and a rolling pin. An- 
other dramatizes the difficulties 
of a young couple since “mama 
got a Sonotone.” In a third, an} 
American girl brings a French 
sailor into a dealer’s store, with 
the request for “fa Sonotone that | 
understands French.” 

The campaign has brought so | 
many requests from the company’s | 
170 branches, said C. C. Agate, ad- | 
vertising manager, that Sonotone 
has prepared newspaper mats of 
the series for them. 

In 1946 Sonotone’s campaign 
also will continue with page ads 
in Life and cooperative advertis- 
ing with branches in newspapers. 
Lloyd, Chester & Dillingham is | 
the agency. 


WCOP Gets New Offices 


Station WCOP, Boston, owned 
by the Cowles Brothers, plans to 
construct new studios and offices 
on the ground floor of the New 
England Mutual Insurance build- 
ing and a new transmitter at Lex- 
ington, Mass., at a cost of more 
than $500,000. 


REPLY-O LETTER 


Success / 


OLDBLATT seoress 


| “TAN BY 
cago, says: ' 

the results of the Reply-O- HN) 
etter mailed from our Hammond f 
tore is 26.4°, and they’re still 


oming in. You may quote us.” | 


Why if ups returns 
The address on the reply | 
form occupies the ‘“‘fill-in”’ 
spot on your letter. No sig- 
nature needed. America’s 
largest mailers use Reply-O 
Letter. 


POT ITPA ATTY pes 


rite for samples today 


REPLY-0 PRODUCTS co.. 


22S! WY 11 + 215 N Michigan Chicago 1 


Detroit Free Press 
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encourage the type of public leadership this cc 
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WANTED 


Assistant Advertising Manager 


We are looking for a man, 85 to 40 years old, to serve as 
Assistant Advertising Manager in a well-organized advertising 
department. He must have well rounded experience in all 
phases of advertising, sales promotion and catalog preparation, 
must possess executive ability, be able to work with depart- 
ment heads and branch managers, and must have potential 
possibilities for stepping into the position of Advertising Man- 
ager later. 


This company is located in Chicago, is one of the oldest in 
the Middle-West, and the largest in its field. It produces 
equipment for both industrial and general consumer use, and 
y+ Agee distribution through branches, wholesalers and 
dealers. 


This is a wonderful opportunity for a man interested in an 
executive position with a large company that has a reputation 
for progressive, far-seeing management. 


State age, education, experience, and salary expected in 
first letter. 


Box 6341, Advertising Age 
100 East Ohio St., Chicago 11, Ill. 


” 


Attention W ANTED 


Market Research Men 
Leading agency and one of its clients, Assistants to Adv. Mgr. 


a large consumer goods manufacturer, Nationally famous manufacturer 
are looking for four “heavyweights” 
to assume responsible positions in 
marketing and consumer research. Production Manager_M{ust know 
thoroughly art and mechanical 
requirements in producing cata- 
chology, be able to organize and con- logs, broadsides, direct mail, 


duct surveys, know questionnaire point-of-sale material, advertis- 
ing portfolios, sales manuals, etc. 


selling through jewelry stores 


These men must know buyer psy- 


techniques and sampling methods, and 


¥ 
have some knowledge of layout, and Dealer Service Manager — MAust have 
typography. ability to create copy and lay- 
outs for retailers’ newspaper ads, 
Analysis and writing abilities most es- mailing pieces, write radio spots, 
sential in order to organize and in- and originate Gener helps. 
terpret facts for management groups Display Managet_—_ Must have ability to 
either in editorial or visual form. originate ideas for sparkling 
point-of-sale materia!; supervise 
If you are between 30 and 40 and distribution of itinerant dis- 
your background has been in market- plays; arrange and set-up con- 
ing or sales research in the food, drug vention and mpeciat exhibits. 
or electrical merchandising fields, Three excellent opportunities for right 
please make complete application in men. Write fully (in confidence) 
first letter giving education, experience, about yourself, your experience, 


and starting-salary expectations. 


salary bracket and brief description of Or if you know a serviceman 


personal qualities. who qualifies for one of these 
positions, please ask him to apply. 

BOX 6338, ADVERTISING AGE Box 6326, Advertising Age, 
100 E. Ohio Street, Chicago 11, Illinois 100 E. Ohio St., Chicago 11, Tl. 


SALES MANAGER Assistant Art Director Wanted for 
Excellent opportunity and big earnings large San Francisco agency. Layout 


for live-wire Sales Manager with knowl- ene ; 
edge of merchandising & distribution thru and figure work ability required. 


Variety, Dept., Hardware, Paint & Wall- Replies held in strict confidence. 

paper Stores. Nationally advertised Brisacher, Van Norden & Staff, 

product. 1 : 

American Decal Co., 4334 W. Sth Ave. : a Bidg., San Francisco 4, 
Chicago, Kedzie 8144 SnVernee. 
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THE ADVERTISING MARKET PLACE — 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Want«4" 
and “Representatives Available,” 50 cents a line, minimum charge $2. Figure bu'd face heads 25 letters eng 
spaces per line; light body face 34 per line. Box numbers add two lines. Terms cash with order. Forms close 
Wednesday noon preceding publication date. Display advertisements take card rates. 


— 


Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations. 
185 N. Wabash Ave., Chicago 


SPACE SALESMEN 

New industrial electronics magazine 
requires representatives in New 
York, Chicago, Cleveland, Pitts- 
Saree, Detroit. Straight commis- 
sion. 

Box 7828, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
All types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


EDITOR for well established na- 
tional consumer magazine primarily 
in home building field; editorial ca- 
pacity to determine title and salary. 
Splendid opportunity for the man 
who has background of writing and 
creating ideas; should have practical 
knowledge of makeup, typography, 
layout, production. Location: Chi- 
cago. All replies strictly confiden- 
tial; employees know of this adver- 
tisement. 

Box 7829, ADVERTISING AGE, 

100 E. Ohio St., Chicago 11, Ill. 


LAYOUT AND COPY. Young man, 
preferably having business paper 
experience, with “know how” to pro- 
duce finished layouts with copy that 
will make sales. Here is real op- 
portunity for aggressive man who 
wants to go places with the South's 
second largest business paper pub- 
lishers—a record established in 
seven years. This is an opening 
where talent has no limits and there 
are no dull moments. State expe- 
rience, salary, age, education, tele- 
phone number and furnish photo. 
H. L. Peace Publications, 344 Camp 
Street, New Orleans 12, La. 

Leading Central Ohio agency is 
seeking a copywriter with general 
agency experience. Give outline of 
experience, send several representa- 
tive samples, a photo, and state 
salary required. 

Box 7811, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


COPYWRITER 
Growing AAAA Philadelphia Agen- 
ey offers excellent opportunity for 
young man or woman who can write 
hard-hitting selling copy for retail 
merchandise accounts. Experience 
in Department Store and other re- 
tail selling desirable. In reply, state 
age, background, experience and 
salary desired. 
Box 7812, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


i ——— 
Creative, aggressive copywriter 
wanted by large agency in Chicago 
with expanding copy department. 
Must have had background of pack- 
aged goods copy that has done good 
selling job. Reply giving full par- 
ticulars as to qualifications and sal- 
ary desired. 

Box 7814, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


COMMERCIAL ARTIST 
Progressive Middle-West Agency of- 
fers permanent position. Good salary 
to artist experienced in layout, de- 
sign and finished art work. 


Box 7815, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ARKETS 
Mike § 


Since 1846 BLOOMINGTON, ILLINOIS 


Yes, there are 3 markets in Pantagraph $1,376 in Bloomington (about $218 
Land which are identical — city, farm, higher than average U. S. citizen’s buy- 
and suburban families. Of course, they ing power). 
don’t all buy exactly the same grocery 
items, but they can and do buy similar The only daily newspaper which reaches 
merchandise. 84% of McLean County’s wealthy fami- 
lies and has 71% coverage of the rich 
In 1944, McLean County’s lumber pur- Primary Trading Zone is the Daily 
chases were $1,770,000 rurally and $1,- Pantagraph. Sell this “3 of a kind” 
821,000 in Bloomington. Buying power market through the Daily Pantagraph 
per person was $1,391 rurally, and and sell it now. 


The Daily Pantagraph 


Represented Nationally by 
Gilman, Nicoll @ Ruthman 


| Sales Psychologist with high rank- | 


|tul take to put punch’ into enles | REPRESENTATIVE 


HELP WANTED HELP WANTED POSITIONS WANTED 
FRED J. MASTERSON Assistant Advertising Manager PRIZE SALES LETTERS 


For large national advertiser. Good | Top rank Copy Expert, twice winner 
salary to start and exceptional op- | Dartnell Gold Medal Award, will ) re- 
portunity for advancement. Appli- | pare prize monthly letter for just 
cant preferably should have produc- | six firms during 1946. Special fee 
tion and copy experience and have! only $25 per menth. Want the best? 
written and placed publicity. Pref- Box 7826, ADVERTISING AGE 

erence will be given to woman who 100 E. Ohio St., Chicago 11, I) 

has worked in advertising agency, 
publication field or advertising de- — 
partment of large retail store. — 
Please make application complete in 


first letter, giving education, age 
and experience. 

Box 7816, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


phy. Young orsanization with ade- TRADE PAPER 


quate production capacity. All types 


f equi t. Sals issi 

Se eieior nity Gelses caeay ae EDITOR 

J ts. . 
-~" 7817, ADVERTISING AGE or Assistant with 


100 E. Ohio St., Chicago 11, Ill. 


LAYOUT ARTIST 
Exceptional opportunity for experi- 


Capacity to Grow 


enced creative artist who can de- || Well established, but rapidly growing 
velop comprehensive layouts with d ly ABC ci lati 7 
prominent Chicago agency. Give de- trade paper—only . circulation in 
tails exp., age, salary desired. field—wants an editor or assistant 


Box 7818, ADVERTISING AGE 


100 E. Ohio St. Chicago 11. Ill. editor who is capable of eventually 


taking over most of publisher's duties. 
COPYWRITER Unusual opportunity for fully experi- 
Prominent Chicago agency has eX-|| enced man, particularly one who has 
ceptional opportunity for man with flair ° d trech 
well rounded copy background. & wair tor promotion an resn ap- 
Agency experience preferred. Give proach to live editorial presentation 
full details experience, age, educa- in automotive field. Location, New 
tion, salary desired. r ‘ . 
Box 7819, ADVERTISING AGE York City. 
100 E. Ohio St., Chicago 11, Il. 


Old established art studio has fine Box 6335, Advertising Age 
opportunity for artist. Figure man 330 W. 42nd St., New York 18, N. Y. 
capable of doing general type of 
work for high grade accounts. 
Reising and La Ross 
23 E. Jackson Blvd. 
Phone: Har. 1889 


Point-of-Sale Salesman Wanted 
Unusual opportunity for experienced a eT owen 
man who can take over some active 


accounts. Must have thorough 

knowledge of offset and letterpress PLACEMENT AGENCY 
printing, cardboard and animated bd 

a. veo! have creative sales Established 1920 as headquarters for 
ability. Complete merchandising and 

art staff and organization now serv- ADVERTISING PERSONNEL 
ing many of the nation’s largest ad- Office -:- Creative -:- Executive 


vertisers will back up your efforts. 
Call Marvin Green, Sales Manager, 
Spaulding 1600, or write The House 
of Showmanship, Chicago Show 
Printing Company, 2635 N. Kildare 
Ave., Chicago 39, I1l. 


Resumes required before registra- 
tion, which is restricted to those 
only who meet our clients’ exact- 
ing standards. 


420 Lexington Avenue 
New York 17, N. Y. 
LEX 2-8866 


REPRESENTATIVES AVAILABLE 
Chicago Sales office can efficiently 
represent one more trade or class 
pubn. in Midwest. Wide acquaint- 
ance. Commission. 

Box 7802, ADVERTISING AGE 
100 KE. Ohio St., Chicago 11, Il. 


Need a trade paper representative? 


Can handle two more publications in ADVERTISING SECRETARY 
Chicago and Midwest territory. 
Write full details. 
Box 7820, ADVERTISING AGE WANTED 
100 E. Ohio St., Chicago 11, Il. 


Somes re PES ———— |] To assist in editing weekend Sunday 
POSITIONS WANTED 
ADVERTISING EXECUTIVE School Page used by newspapers. 
12 years with prominent Chicago 
ad agency. Thorough knowledge of 


publication, direct mail, point of 
sale advertising. Knows copy, pub- 30 and 40. Permanent. 40 hour weet. 


licity, production, editing, personnel istri 
management. World War 2 Army Good pr Grand Central District. 
Captain. Available Dec. 3. 


College graduate preferred. Between 


HOW CAN YOU USE HIM: Box No. 6332, ADVERTISING AGE 
General Manage 
mae ty Ry a 330 W. 42nd St., New York 18, N. Y. 


Sales and Advertising Manager 
Assistant to President. 
Box 7793, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EDITOR—Extensive background in 
all phases of trade magazine pub- 


lishing. Available after Jan. 1 for Agency Partner 
position of executive and editorial 
responsibility. Wanted 

Box 7830, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. Maybe the man | want is now operating 
Creative writing, ideas, copy, radio his own agency, and could be intereste 


and sales, free-lance, salary Miss H i ‘ 
7 , - = ’ ary: Sanat in making an advantageous merger. 8 
Estelle, 919 N. Keeler, Chicago, III. ° : “ 


Phone, Belmont 6440. cause of the retirement of my partner 
am in a position to offer a new associa’ 
an unusual opportunity in joining th's 


ARTIST available for additional 


free-lance accounts. Handles let- 

tering, cartoons, design, ideas, ete. company. We have a complete agency 
Write for free literature. Allan K. organization—medium size, with an exce 
Jensen, Audubon 1, Iowa. : lent record and possibilities for expe 
Newspaper, Magazine, or Adv. Agen- sion. Amply financed. Inquiries will 
ey. Available: professional librarian held in confidence. Box 6334, Advertisir 


(man, married) experienced writing ‘ . 
copy, soliciting advertising, buying Age, 100 E. Ohio St., Chicago HM, ml 
space, and capable of organizing or —_ 
developing effective research li- 
brary. Midwest or West. References, | 
other details on request. ; —_ 

Box 7821, ADVERTISING AGE | 

100 E. Ohio St., Chicago 11, Ill. } 


TRADE PAPER 


SALES MEETING SPEAKER 


meetings. Dynamic delivery. Sound 
sales principles. Top references. 


Box 7822, ADVERTISING AGE |] yy ‘ 
i100 E. Ohio St, Chicago 11 111 || Mid-west territory can add tw 
ADVERTISING AND SALES || more publications. Send cor 


PROMOTION MAN : : 
Now Advertising Manager for one | plete information. 
of the largest companies of its kind. 
Experienced in direct mail and mag- | 
azine advertising, sales training, | + 
pricing, product research. Twenty- Box 6337, Advertising Age 
seven years old, married, energetic 


and ready to handle a ‘better job|| 100 E. Ohio St., Chicago I1, !! 


properly. 
Box 7823, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. = 
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POSITIONS WANTED 
young woman executive, B. 8S. in 
roe economies, thoroughly trained 
extiles clothing; experienced in 
ion merchandising, advertising, 
icity; formerly assistant to ad- 
ising manager of large women’s 
specialty chain; seeks position fash- 
‘on magazine, advertising agency, 
rat television or retail store. 

pox 7824, ADVERTISING AGE 
w. 42nd St., New York 18, N. Y. 
publicity —publie relations man— 
10 ars experience contacting top 
executives would like similar setup 


in 
fa 


vel 


Bolles Joins Curtis f 


Gene Bolles, formerly assistant 
advertising manager, Delco Prod- 
ucts 
Corporation, Rochester, N. Y., has 
joined Curtis Publishing 
any, Philadelphia, to handle ad- 
vertising 
work for Country Gentleman. 


Airlines to Mack 


division, 


and 


and special commerce divisions. | 
Separate campaigns will be sched- | 
uled in newspapers, magazines 
and business papers. 


General Motors 


Sells ‘Twin City Times’ 
Retiring because of ill health, 
H. B. Utley has sold the Twin 
City Daily Times, Morehead, N. C., 
to P. T. Hines, general manager 


of the News, Greensboro, N. C., 
Mr. 


Comp- 


sales promotion 


. 


55 
‘Opens S. F. Office 


Don Harway & Co., publishers’ 
representative, Los Angeles, has 
opened a San Francisco office in 
|the Russ building with Herbert S. 
Tanner, recently released from the 
armed forces, in charge. 


; ; ‘Station CFBR Purchased 
Bogert Joins Davis | Jack Murray has_ purchased 
Elliott V. Bogert, formerly with | Station CFBR, Brockville, Ont., 


Journal’ Ups Two 


George J. Delaney, promotion 
manager of Wall Street Journal, 
New York, has been appointed 
circulation sales manager. Bruno 
J. Michelon, member of the ad- 
vertising staff, succeeds Mr. De- 
laney. 


with agency, public relations firm and James H. McEwen Jr. ; { . > 
or hg or tae oeeenere, Trans-Caribbean Airlines, Inc.,| Hines will retain his post on the| Foote, Cone & Belding, has joined| which will be operated in con- 
io. ible January 1st. ‘| has appointed Norman A. Mack &| Greensboro News, while McEwen| Davis & Beaven, Los Angeles junction with the Eastern Ontario 
“ Box 7825, ADVERTISING AGE Co., New York, to handle adver-| will be in active charge of the| agency, as account executive on | Brosccesting Company Ltd, 
100 E, Ohio St., Chicago 11, Ill. | tising of the air cargo, passenger | Twin City Daily Times. | packaged food accounts. Brockville. 
Veteran with knowledge of layout 
desires general office work in adver- 
tising department or agency. 
Box 7827, ADVERTISING AGE 
100 _E. Ohio St., Chicago 11, Tl. _ 
mad NEED A WRITER? 
SEE BELOW: 
*..5) years sales exp., including: Y Fo Rae a Rn Ts ee: rs 
* Merchandising experience with * ee 4 
retailers, wholesalers-mfrs. fh 
+ Outstanding business record. ee 
+ ..Above average writing ability. 3 
* Sound thinking ability. 4 
* ..Pleasing personality and ap- ne 
pearance. 
*..Two years of college. 
* The determination to make some 
advertising agency or some ad- 
vertising department a fine 
copywriter, if combining the 
above qualifications, plus 40 or 
50 or 60 hours of work every 
week will do the job. 
Currently a Naval Lieutenant (Naval 
Aviator) with 3% years experience ot 
(2,000 hours flight time) in all types a s 
of aircraft. Knowledge of engines, f 
radio, = Be ee ote. age f 
30. Single. e a civilian De- RIO i 
cember 1st. Chicago resident. Not R to th f 
owl = a $ ec w 
worried about salary. Just want to eo ar the ‘ 
learn to put hard, healthy selling P ple in their Loui i Ballard & B ] Ee 
into solid, powerful copy: radio D sville and outsid ard Compan " 
commercials, print, press releases, uring the War Ide plants and do Y Was em loyin f 
direct mnail—any or all. Please drop This Was n Period all of the B Ing business In 15 4 4PProximately 600 
nes a . ll ecessary allard & R States and j 
Box ; he. 7 ADN a 0 Re a “Important fl In Order to ke allard Com Nd in Cuba 
__ 100 =. Ohio St., Chicago 11, Il. 4 Our an ep Our Pan . é ; 
Man who is well acquainted with | to Supply Materia] ° feed Products fe Armed Forces pe Agere Operated at 4 
pharmaceutical manufacturers in| Postwar m S to the Arm dF € Produce F CiViliangs : Capacity, 
Chicago and Midwest area would arke : ° Orces and to Le d . many reason supplied With the 
like to represent some well estab- end- 2 Ss, W i ; ; 
lished concern selling space, mate- Our Teconversio Lease Without rm ¢ have been able ; 
ox 7831, ADVERTISING AGE re-employment if Problem is prim l JNTINg Our potential 
»0OX (Sol, 24 u . a r AUGKhkL d 
_100 E. Ohio St., Chicago 11, Ill. New products sadl People, the sore Y a matter of th d i 
“MISCELLANEOUS _ ise at a low nd new methods vement of Manuf. € development f 
Advertising man. Free-lance. Spe- ver Operating cost o distribution W. acturing facilitie ns markets the 
clalist in mail order catalogs, cir- We are , : . € intend t : S and €spec lly ; § 
culars and letters—from idea to oO now rapidly e : 2 IStribute m lally in ? ; 
finished product. ur OvenRead r R: xpanding all of ore Merchan f 
Box 7810, ADVERTISING AGE Our bus; Y Biscuit Diy. Our operati as j ) 
100 E. Ohio St., Chicago 11, Il. Usiness, Vision, our la Ons which includ ; i 
As the lous ma Oratory for research Sint Pranches our mil] 5 
| . 16) t e Ww ieee Ss Ort ? 1 s, be 
€ intend t ar we had : » €very ® 
O re- a Part i 
EXPERIENCED | our employ the ge ™Ploy all of these wxiMately 300 of our , i 
| I any loyal people cople as they return gmp OYees in the A 3 
COPYWRITER | Meet duty and ou Who have come to us dyn, at the same time ed Fores ie 
employed r Trespo S durin h 7 Ime to k ; 
Prior to th Ponsibility + & the war per; eep in : 
Or appro the war ° make jt . Period E 
WANTED x1mate] ; € expe Possib] E 
. ? Cc € to fe 
°rward to an rnd — the Number on ur Payrolls y Ploy More peop] P 
By Detroit Agency 4nd a more econg » 2004 business with ployed at the beginni, fg IN excess of Lo naa we 
Staple fo ©mical job €xpanded faciliee ns Of the 4,000 peop] 
od JOD than acilj War, W ple 
‘ , ’ rodu Wwe ties €a 7 
Exceptional opportunity for experi- inexpensivel,, Cts and hey must — ever done. Th We Intend to doam re looking 
enced copywriter on national ac- ie at erefore, be Prod « Products We sel] one efficient 
counts. Experience with automotive Pe uced and distrib are IMportant 2 
or other technical or mechanical ac- LT, COMMANDER : uted efficiently and ae 
) & 


counts desirable. Liberal salary and 
opportunity to become permanent 
part of well established but young, 
rapidly expanding organization where 
ideas are of first importance. Give 
complete personal information and 
background in first letter. All replies 
confidential. 


York 18, N. Y. Box 6336, Advertising Age 

- 100 E. Ohio St., Chicago 11, Illinois 
rtner 

CRACK BUSINESS 


S$ now operating 
Id be interested 
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in joining ths 
complete agency 
», with an exce 
ities for expe 
Inquiries will b« 
6334, Advertisi 
thicago II, III 


APER 
‘ATIVE 


can add tw 
Send cor 


tising Age 
icago II, |! 


PAPER EDITOR 
AVAILABLE ABOUT JAN. 1 
Salary: $6,500 
Box 6339 


Advertising Age, 330 W. 42nd St. 
New York 18, N. Y. 


Opportunity for A-1 
Men’s Wear 
Account Executive 


you know the men’s wear busi- 
‘s, can personally create and pro- 
top-drawer advertising and 
omotion on several well-known 
tional style accounts, write us 
ily about your background and 
ialifications for opportunity in 
iding 4-A Agency. 


ice 


rite Box 6333, Advertising Age, 
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We should like to send you 
a copy of our 40-page 
book "28 Business Leaders 
Plan for Louisville.” 
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THE LOUISVILLE TIMES 
Radio Station WHAS 
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a about 10 fF a 
) 4 tes, has _ f 
| ‘“ . ‘ 
2 Materials are available, the ultimate ex enditure 
¢ : ““Y 1OF Various improvements ID sory Ng some 
" Yeo, aluminum coach trains. Wit Var I, it 
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p> ie Present facilities and Service, not only POstwar Progress in the Outh, but | 
“Urrently to do the big job of redistriby 'N& Zovernment men and Material, and also to 
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56 
Seeco Picks Seidel 


Seeco Records, New York, man- 
ufacturer of Latin American re- 


Joins Fuller & Smith 


S. E. Voran, formerly adver- 
tising manager of Pesco Products 


cordings, has appointed Seidel| Company, Cleveland, has joined 

Advertising Agency, New York,| Fuller & Smith & Ross, Cleveland, 
to handle its account. | as account executive. 
Aeverman Appointed Coast Fishing to Mathes 


Admiral Corporation, Chicago,|) Coast Fishing Company, Wil- 
radio maker, has appointed Wally | mington, Cal., Biltmore tuna and 
Aeverman, formerly in the sales| Puss ’n Boots cat food, has ap- 
department, as manager of the| pointed J. M. Mathes, Inc., New 
accessory division. | York, as advertising agency. 


Yes, Indiana is just that for the enterprising manufacturer 
who is looking forward to post-war sales or who has goods 
to sell now. 


Indiana has progressed tremendously from an_ industrial 
standpoint during the past few years, especially in the non- 
metropolitan cities and yet, the rich farming sections remain 
intact. 


Tho families of Indiana have money to spend—more than 
ever before. Now is the time to put your story before 
them. 


It is easy to work out an intelligent advertising program for 
Indiana. The important counties are all served effectively 
by daily newspapers and 25 of them are members of 


THE INDIANA LEAGUE of HOME DAILIES 


For information and details 


SCHEERER & CO. 


National Advertising Representatives 


Chicago 1 
35 E. Wacker Drive 
Phone: STAte 7942 


New York 17 
441 Lexington Ave. 
Phone: MUrray Hill 2-2423 


IN THE TIRE and ALLIED 
FIELDS the NUMBER ONE 
BUSINESS PAPER is 


TIRE REVIEW 


Your Market Place for 


Tires and Tubes Auto Supplies Hardware 


Batteries Radios Wheel Goods 
Spark Plugs Home Appliances Sporting Goods 
Brake Lining Housewares Travel Supplies 


Tire Chains Automobiles 


TIRE REVIEW 


Published at Akron, Ohio, for 44 years 
for the tire and super service stations 
31 N. SUMMIT ST., AKRON 8, OHIO 


Los Angeles—J. H. Tinkham, 1406 S. Grand Ave. 
_ Phone Richmond 6191 


Paint Supplies 


‘Sports Afield’ 
Expands; Bigger 
Market Foreseen 


| Minneapolis, Nov. 28.—Publish- 
‘ers of outdoor magazines foresee 
a tremendous expansion of the 
field, largely as a result of the re- 
turn of millions of servicemen ac- 
customed to outdoor activities and 
the use of firearms. They are pre- 
dicting that the prewar peak of 
16,000,000 hunting and fishing li- 
censes, issued in 1940, will zoom 
to as high as 26,000,000 in the next 
few years. 

Sports Afield, which has an- 
nounced a new circulation guaran- 
tee of 500,000, effective July 1, 
1946, the largest ever offered by a 
publication in this field, has just 
completed a survey through Mar- 
ket Research Corporation, New 
York, to visualize the outdoor in- 
terests of men of all ages. The 
study revealed that 68% of all 
adult males, between 18 and 65 
years of age, are active partici- 
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pants in hunting and fishing. 
Based on the broader market 
represented by the increased num- 
ber of outdoorsmen, Sports Afield 
has expanded its organization and 
improved the editorial quality of 
the magazine. A new 16-page 
rotogravure pictorial section is in- 
dicative of the approach. 
Organization Expanded 


Lt. Col. David N. Laux, formerly 
with Sherman K. Ellis, Inc., and 
also with H.’M. Kiesewetter Ad- 
vertising Agency, as well as Puck 
—the Comic Weekly and The 
American Weekly, has returned 
from service to head the New 
York office as vice-president. 

O. A. (Dutch) Feldon, recently 
publisher of Leading National Ad- 
vertisers, has been appointed West- 
ern manager, with headquarters in 
Chicago. He was formerly with 
Hays MacFarland & Co. and other 
advertising agencies, and prior to 
that was Western manager of Mac- 
fadden Publications. 

Edwin M. Fisher, formerly of 
the sales promotion and merchan- 


dising department of Time, In 
heads the promotion departmen; 
with headquarters in New York. 

J. Horace Lytle, formerly heaq 
of his own agency in Dayton, an, 
formerly editor of the kenne! ge. 
partment of Field & Stream, jojp, 
Sports Afield Jan. 1 as associate 
editor, while Jason Lucas, elj- 
known writer on fishing, become, 
editor of the fishing departmen; 


To Change Page Size 


Effective with the January issye 
the trim size is 84x11, with a 
420-line page. Beginning with the 
July, 1946 issue, the trim size wjj 
be 8% x 11%, with a 429-line page 

Owner of Sports Afield is the 
millionaire sportsman, M. J. Bell. 
head of the Bell Lumber & Po} 
Company, of Minneapolis. He be- 
came vice-president of the com- 
pany in 1932, and took over con- 
trol in 1936. At that time he wa; 
joined by Walter F. Taylor as sec- 
retary-treasurer, and on the re- 
tirement of Ivan Romig as pub- 
lisher in 1943, Mr. Taylor was ap- 
pointed publisher. 


Your Advertising 


Talks to 


23% Greater Buying Power* 


Wy 
<*. . WE 


ROCK ISLAND 


Folks in the Tri-Cities are heavy eaters ... they spend 


23° more for food than the average U.S. family... 


a total of $16 million annually. Naturally, these in- 


creased food sales lower advertising costs, yielding 


extra dividends to smart food merchandisers. 


The major portion (52.7%) of the Tri-Cities’ food sales orig- 
inates on the Illinois side . . . in the Moline-Rock Island zone. 
The ARGUS and DISPATCH give you complete newspaper 


coverage ... WHBE is the favorite local station. 


*1940 Census reveals that total retail sales per family in the 


Tri-Cities is 230 more than the U. S. average. 


WHB 
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Eskimo Frosted 
Food Chain Will 


Sell Freezers 


New York, Nov. 27.— Eskimo 
“rosted Food Centers, a chain of 
ozen food stores franchised to 
ell Frigid-Freeze home freezers 
jade by Refrigeration Corpora- 
iion of America, has opened two 
of the six Westchester County 
stores which it intends to have in 
overation by Jan. 1. The chain’s 
plans call for operating 30 stores 
eventually. 

Equipment in the stores will be 
supplied by Refrigeration Cor- 
poration, which plans to assist the 
chain in procuring a wide variety 
of frozen fruits, vegetables, meats, 
fish and special food products. The 
manufacturer will soon make 
available a management guide to 
help its Frigid-Freeze center 
operators in such matters as stock 
selection, inventory control, news- 
paper advertising and display, or- 
ganization of sales staffs, etc. 

Miss Rae Kessler, president, 
and Mel A. Cole, general manager 
of the Eskimo chain, believe that 
specialized stores such as theirs 
will be well able to meet com- 
petition from supermarkets and 
other frozen food outlets because 
of their arrangement to sell Re- 
frigeration Corporation’s 6, 10, 14 
and 20-foot capacity home freez- 
ers “side-by-side with a wide 
variety of frozen foods,” including 
a line of pre-cooked meat and 


poultry. 


seeiag-e | 
Meat Aging Units | 
for Retail Stores 
Will Be Delayed 


Winnetka, Ill., Nov. 27.—Freezer 
Foods, Inc., manufacturer of a 
meat aging device heralded in the 
food trade recently as potentially 
capable of revolutionizing retail 
selling of meat, does not plan to 
advertise the device in trade or 
other publications in the near fu- 
ture, ADVERTISING AGE has been 
informed. 

Freezer Foods executives plan 
to set up a chain of stores eventu- 
ally, similar to that which has 
been established in Hubbard 
Woods, Ill., as an experimental 
laboratory. Executives say open- 
ing of additional stores, and sales 
of the meat aging units to other 
retailers in appreciable quantities, 
will be long delayed by shortage 
of materials needed to manufac- 
ture the meat ager. 


Licensed by Swift Subsidiary 


The device, which Freezer 
Foods makes as sole licensee of 
Industrial Patents Corporation, a 
subsidiary of Swift & Co., consists 
of a 6x6x9-foot cabinet in which 
are maintained uniformly high 
moisture content and _ constant 
temperatures. It ages meat in 
only seven days, keeps meat ten- 
der in the aging process and pre- 
ents shrinkage in the process. 
Previously, retailers have been 
inable to handle “hung” meat be- 


‘Remember, no more swing 
vhen we start the broadcast over 


VFDF Flint.” 


| 
| 


i 


cause cooler-aging has required 
from three to four weeks and re- 
sults in high shrinkage, loss of 
juices, etc. 

The company plans to sell only 
to retailers who agree to install 
not only the aging rack but a 
complete cutting and _ freezing 
unit. By using the device, it is 
said, retailers may buy large 
quantities of meat when meat 
supply is high; rack-age the meat; 
cut, package and freeze it, and sell 
the resulting high-quality product 
at later dates. 


Hills Reopens Workshop 


David Bennett Hills has re- 
opened his workshop for the cre- 
ation and development of selling 
aids, including package design, 
three-dimensional counter dis- 
plays, lithographed displays and 
layouts for space advertising. The 
new office is located at 515 Madi- 
son Ave., New York. 


Cudahy Names Three 


J. W. Christian, D. K. Sanders 
and Hugo Wesin have been elected 
vice-presidents and directors of 


57 


Cudahy Packing Company, Chi-|the pork division, and Mr. Wesin 


cago. Mr. Christian is sales man-| is head of the beef and fresh meat 
ager of the branch house and car| division, with headquarters in 
route division; Mr. Sanders heads! Omaha. 


—» 


7 ELL it TO 


A Nationwide 

Survey of Radio and 
Electronic Technicians’ Read- 
ing Habits sent free on request. 


25 WEST BROADWAY NEW YORK 7,N. Y. 


THE peeltNICIANS 


News. Advertising. Readership Devoted 
to Building a Better Civilization 


Tare Vaiss Veen- 


Teen-ag. youth keep a bright watch for good 
merchandise adapted to their particular needs and 
tastes. They also like to have their say when family 
purchases are made. THE CHRISTIAN SCIENCE 
MONITOR reaches an important group of these girls 
and boys in homes possessing much better than 


average ability to buy. 


These alert young people—like the many more 
mature readers—have learned that they can rely 
completely on both the news and advertising in 


this great international daily newspaper, with 


Branch Offices: New York, Chicago, 


Kansas City, San Francisco, 


Paris, London, Geneva, Sydney 


Detroit, Miami, 


Los Angeles, Seattle, 


GE MankeT 


its unsurpassed service for gathering world news. 

The MONITOR carries the copy of 1,596 national 
advertisers and 16,917 local advertisers. This is a 
powerful endorsement of this newspaper as a 
medium that gets results. 

You, too, will find it profitable to invest adver- 
tising dollars regularly in THE CHRISTIAN SCIENCE 
MONITOR. 

Ask our nearest office for full information about 
the MONITOR MARKET. — THE CHRISTIAN SCIENCE 
MONITOR, One, Norway Street, Boston 15, Mass. 
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A. J. Stream Promoted Form Paris Ad Club 


A. J. Stream, assistant general U. S. Army officers and enlisted 
manager, has been elected vice-| men interested in advertising have 
president of Plant Rubber & As-| formed the Tuesday Night Adver- 
bestos Works, San Francisco. tising Club in Paris. 


4 , ‘ 

Chywnt ub diff Bi 
Pry into a Westerner’s mind for the reason he wants a 
mechanical dishwasher, and you may find it’s because 
he likes to go deep sea fishing . . . High-Sierra skiing 
... or week-end desert-ratting. Because play takes time, 
Western folks invest in time-saving home appliances— 
and keep them in apple-pie order. 

Witness a recent survey* that shows 60% of Sunset 
families expecting to buy mechanical dishwashers . . . 
33%, new washing machines . . . 20%, new kitchen 
ranges ... 12%, new water heaters. 

*Home Equipment Survey, Sunset Families, Feb., 1945 


Sunset knows Pacific Coast markets 


THE MAGAZINE OF WESTERN LIVING 


San Francisco 


The finest, sharpest quality black 
or white impressions available. 
Printed on a flawless, 100% 
transparent surface. Ad men find 
them invaluable as copy overlays 
for photos, wash or line drawings, 
oil paintings, etc. Eliminates 
guesswork. Also used to convert 
letterpress halftones to offset with- 
out photography. May we suggest 
convenient, easy to use MONSEN 
transparencies on your next job... 


Work Starts Soon 


on Don Lee Studios 

Ground breaking ceremonies 
for the Don Lee Broadcasting 
System’s new $1,250,000 Hollywood 
studios to be located on Vine St. 
between Homewood and Foun- 
tain, will be held shortly after 
the first of the year. The build- 
ing will occupy about 90,000 
square feet of the 105,000 square 
feet purchased. The ground floor 
will be devoted to studios, with 
four theater studios seating 350 
persons, four medium sized stu- 
dios, and three smaller studios. 
On the second floor, general of- 
fices will be located with execu- 
tive offices on the top floor. The 
building is expected to be com- 
— by the end of September, 
1946. 


Ney Expands Campaign 
George B. Evans’ Laboratories, 
Philadelphia, has embarked on an 
expanded promotional program for 
Ney deodorants through Tower 
Publicity Associates, Philadelphia. 
Beginning with car cards, counter 
displays and drug journal adver- 
tising in Philadelphia, the cam- 
paign will expand later to na- 


tama be me 


Advertising Age, Decemier 3, 19°; 
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Santa Claus 
if... 


emt tt me es 


HINT—Bing Crosby and Santa Claus 
boost Personna blades for Christmas 
gifts in this four-color display card for 
dealers’ counters and windows. J. D. 
Tarcher & Co., New York, handles 


Personna Blade Co.'s account. 


tional drug journals and women’s 
magazines. 


French Leftists May 
Nationalize Medicine 


The strong showing made jy, 
the Communists in the recent ge: - 
eral elections in France, Paris rv - 
ports indicate, is expected to ha. 
an early adverse effect on phar- 
maceuticals makers. Leftist grou); 
favoring nationalization of mec.- 
cine production take the positicy 
that the matter is too closely r, 
lated to public health to be le 
in the hands of private companie 


Cabaret Paper Started 


Cabaret-Restaurant News, Ney 
York, a new publication devoted 
to the cabaret and _ restaurant 
field, at present will be issued 
semi-monthly, reaching cabaret 
and night club owners in this 
country as well as in Canada and 
South America. Later, it may be 
published weekly. 


Mullin to Textile News 


Earl Mullin, for the past several 
months engaged in public rela- 
tions work at Miami, Fla., has 
been named advertising director 
of the Southern Textile News, 
Charlotte, N. C. 


WHERE HISTORY WAS MADE | 


Faneuil Hall . . : 
“Cradle of Liberty” | 

. one of America’s 
most historic shrines 
.« . visited by thousands 
of Americans yearly. 


N VY, 
INS 


OnSen - Ching | 


Now operating in a new, streamlined plant | 
22 EAST ILLINOIS STREET e SUPERIOR 1223 


Boston -A TALE of TWO CITIES 


ZBOSTON 
SELL THE “MARKET OF THE MILLIONS.” 


REPRESENTED BY HEARST ADVERTISING SERVICE 


Where Mass Profits Are Made... 


It’s a far cry from the days of General Warren and his gallant band to the modern 
Boston as the world knows it. A great thriving market . .. the 5th largest in the 
nation .. . in which live 2,890,204 people . .. 745,347 families... all of them 
concentrated in a 30-mile area within a half-hour commuting distance of 
Boston’s famed State House. Best of all, they’re mighty prosperous ... with 
ready purses for retail purchases . . . purchases totaling $1,189,521,000 every 
year, the highest per capita in the country. And the Record-American and 
Sunday Advertiser blanket this tremendous market, and plenty of cities and 
towns beyond it, with far greater circulation and family coverage than any 

other Boston newspaper! Yes, the Record-American gives you over 500,000 
daily .. . and the Sunday Advertiser over 600,000. If you want maximum 
coverage in Boston. . . if you want Mass sales in Boston... pick 

the media that will give them to you! 
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| RECORD-AMERICAN 
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SUDDAY ADVERTISER 
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Proctor Electric 
Explains Policies 


fo Merchandising 


Vill Fair Trade 
Appliances, Drop 
Private Brands 


Philadelphia, Nov. 30.—Proctor 
Electric Company will market its 
postwar appliances under the 
state fair trade laws and believes 
the trade reaction to this decision 
“will be unanimously favorable,” 
it declared this week in a compre- 
hensive statement of its merchan- 
dising policy. (This development 
was first exclusively reported in 
the Nov. 19 issue of AA.) 

The Proctor & Schwartz di- 
visions stand on price mainte- 
nance and other policies are set 
forth in a 12-page booklet signed 
by R. M. Oliver, vice - president, 
who says the statement is regard- 
ed as an integral part of the 
company’s postwar planning, “and 
perhaps its most important part.” 


Will Keep Short Line 


Proctor Electric’s merchandis- 
ing policy is broken down into 
eight main categories. Regarding 
each, it Says: 

Products: It will not build prod- 
ucts “down to a price.” It will 
continue to carry a short line. 

Distribution: It will sell only 
through the recognized dealers it 
franchises. Direct sales to all 
other dealers have been discon- 
tinued. Production by Proctor of 
“private brand” appliances has 
been discontinued, except for cer- 
tain parts made for Singer Mfg. 
Company. Chains and syndicates 
will not be sold on a direct basis. 
No franchise will be given to dis- 
count houses. Proof that distribu- 
tors are extending trade discounts 
to industrial organizations or em- 
ployes will result in cancellation 
of the distributor’s franchise. Dis- 
tributors not willing to give Proc- 
tor first or second place in their 
selling efforts will be dropped. 


To Allocate Products 


Merchandising Allocations: Dur- 
ing periods of scarcity the output 
f the Proctor plant will be allo- 
cated to franchised Proctor dis- 
tributors, with the allocation plan 
utilizing wholesale trading area 
potentials as the basis of appor- 
tionment. 

Prices: Proctor pricing will in- 
clude adequate profits for dealer, 
listributor and manufacturer, and 
will provide sufficient margins for 
advertising and merchandising 
effort. 

Price Maintenance: Proctor mer- 
chandise will be “fair traded” in 
all states having fair trade laws. 

New Models: Proctor will follow 

policy of giving distributors ad- 
ance notice of model changes. 

Service: The company plans to 
have at least one competent serv- 
ice station in every major U. S. 
Marketing area. 

Advertising: Proctor appliances 
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are regularly advertised in lead- 
ing national magazines. Consumer 
advertising is supported through 
efforts in publications reaching 
the electrical trade. Selling aids 
for both distributor and retailer 
are a regular part of the com- 
pany’s national promotional pro- 
gram. 

Agency for Proctor Electric is 
Newell - Emmett Company, New 
York. 


Casco Ups Schenberg 
Jack Schenberg has been ap- 
pointed director of merchandising 
of Casco Products Corporation, 
Bridgeport. He is secretary of the 
company and a member of its 
board of directors. In his new 
post he will supervise sales, mer- 
chandising, advertising, customer 
service and public relations. 


‘American Weekly’ 
Promotes Miller 


Franklin L. Miller, for the past 
14 years Ohio manager of The 
American Weekly, with headquar- 
ters in Cleveland, has been ap- 
pointed western manager of the 
publication, effective Dec. 3, suc- 
ceeding the late James B. Meigs. 

Paul E. Schramm, a member of 
the Ohio staff since 1938, will suc- 
ceed Mr. Miller as Ohio manager. 


‘People & Places’ Revived 


With the April issue—out March 
20, 1946-—-‘‘People & Places Maga- 
zine,” Chicago, for owners and 
prospects for De Soto and Ply- 
mouth cars, will resume publica- 
tion with an initial run of 500,000. 
Discontinued during the war, the 
magazine again will be edited and 
produced by Frederick Schubert. 


Sells Surplus Property 


William A. Johnson has been 
named director of sales, surplus 
property division of the Recon- 
struction Finance Corporation for 
the Fourth Federal Reserve Bank 
Region, at Cleveland. Formerly a 
sales executive with B. F. Good- 
rich Rubber Company, he has 
more recently been head of Asso- 
ciated Manufacturers, Inc., dis- 
tributing electric appliances to 
department stores. 


Promotes Cough Drops 


Featuring a remedy for that 
tickly sensation, ‘“Feather-Throat,” 
Candy Bros. Mfg. Company, di- 
vision of Universal Match Cor- 
poration, St. Louis, has opened an 
intensive 1945-46 campaign in 165 
newspapers in 149 cities for its 
Red Cross cough drops. 


59 
Anti-Diphtheria Drive 


The British government has re- 
ported that, since it launched an 
advertising campaign to encour- 
age immunization of children 
against diphtheria in 1940, the 
number of cases has fallen by one- 
third of the prewar average, rep- 
resenting a savings to the nation 
of about $3,200,000, as compared 
with ad drive expenditures from 
1940 to 1945 aggregating about 
$335,000. 


SELL BY MAIL 


f i) erder adverti 
pL eo te ‘sell your merchandise, 
books, courses, services, ete. 

ARTWIL COMPANY, Advertising 
26 West 48th Street @ New York 19, N. Y. 
MEdallion 3-0813 


of its readership 


Through its Continuing Home Study, initiated in 1938, the New York Herald 
Tribune knows its readers with unprecedented accuracy. The latest study is being 
released in four sections: (1) Family and Home, (2) Major Equipment, (3) Shop- 
ping Habits, (4) Brand Preferences. As each is published it will be sent to executives 
requesting it on their letterhead. 


gas a can a 


| Every newspaper owes its advertisers an exact definition 


NEW YORK 


Herald Tribune | 


230 WEST 4tst ST., 


EW YORK 18 


’ Sige! : ae ~ . " "i 7 - ES att a j ’ ce x = . Me ak aS 
: “ <a ‘ 2 = 4 2 Bhins <i bs a a F ‘ mle a’ % ar - —_ che " ga ee Moe % ‘ ‘i 4 ‘ 5 , 
2 a | a | ee | | | 
eens i cE TED 
a | AR 5 ae ee Ea eae 3 eee, Te we th bia he? ee sh BEEN 3 isis gs a % foe eee Dg Re AEG * : Ss eo as oe ee ae o es ies 3 ers ae ae ee he: # Ps eee ge i es Fe : aha ‘% Bc A a : ee ite aie : 
ee 
“ ts & 
a 5 Rie pa - 7 , * ro 
an se 
— vi li oem a Lohan al "ee id 
u en gag Be es ee ax . 
: i "| ie 
=. rh, $e ae ogee gi ee " ce : 
| pete pra oe Bi eae a * ‘ ime 
| Re ae ’ > 
aes ee Se 
| a's e cat “ee 
5 ee ; ee %& 4 i 
“wee | i ENA. uss ? a= a 
i, ae ' es an “ : ; ‘ . : od nee " 
i oe | §& , ee Ly eee ; ef oe ee 
- ‘" : $i ‘ nna sgt SSG ” os 4 . ’ Be Se 
\ ude eed j fal ~~ ”3 is 
we ae . 2. o \ 5 j 
jen? Pig. WAY a ' j oa ‘ 
‘ \ ~ 7 j Ra 
t ea : Vs CAs a) a ee "OSS 
7 \ SN ist a 
oe, oF H : %, a Syne: E ‘ — et 
Mie ” ‘, o AQUOS, » am eae 4 t p ae. me 
 . 3 STN | £a. oe 
ina Naga: % % ce _ a 
. pact 4 % pga. re Set lm 
a % i. ae  — a 
<= 2 : % me si. = ae 
ee a » eval g ot a an a 
4 6 ee ; Ta ‘ cu a we 
oe ‘a "1 %, ] ——— slr eng 
y ite: is : * ’ 2 Be 4 oA 
“a : Se : ee 2 | 
— 4 ee ae Me 
- ee * <i ie ae ae 
gs $ %, . * Ae ie BE i, j 
es | \ ia aa | 
es, bg a : % i + 
. ee _ 3 . r a 
~ L. % Be #3 
| 4 ‘ i nes , By 
= Pease — , 
) | > oii acl , 
-@ee 2 —— i 
| 1 i oe i. x “ 
odern , 4 : ee 
N : 
1 the 3 . 
hem | \ } 
‘ * 
) 4 
— Po 
a ; 
1% convene maseers tore’ 59 _ ts 
[pikes oo Se a 
i nat: | ge pe 
a | ance ora | ly) 1 Ce sa 
| 800k nuns é ae a ps 
1} = pines OO : a 
j . - - Oc b> ban 25 +900 pe 4 . % 
° ra : oe 
: ; - - ok. 
a : : 
is $7 S, 
. ——_ ee eT ee BAe Dee her EE sp DEPOSI Tm sae ae EM RE tae iat os ee ae 
$$ $$ $$ —————— og ee ae 5 ae Ee pe en 5 Bate seats, 1) ae TOES: a Bs i GOCE TE ee ibn ye ez il Le tee Mag bee i Z “te Eg ee TEA oe gts ‘ - bt 
————— = pe Pag er oS Ee ‘ Guvid ME aa ic ae LU i hela shits ton ky Fa DEORE DINO GY OEE WOES, Berg: Pat. ET Pe es we 


he 
ay 


60 


ost of 


Admen >=cthe 
Armed Forces | (= Storrs Haynes, discharged from 


| erations in Europe, was formerly 


director of public relations for 
Container Corporation of America, 
Chicago, and conducted market 
research for Hercules Powder 
ompany, Wilmington, Del 


the Army, has returned to Comp- 
ton Advertising, New York, as a 


Major Albin Dearing, on ter- radio executive. 


minal leave from the parachute 
has been named execu- 


troops, 
tive head of 
the Packaging 
Institute, New 
York, and is 
taking office 
immediately, it 
was announced 
last week at 
the _ institute’s 
seventh annual 
meeting. 

Major Dear- 
ing, twice 
wounded in ac- 
tion and cited 


for gallantry during parachute op- 


Albin Dearing 


Es 


United Aircraft Names Eben 


James W. Eben, Marine Corps 
captain recently returned to in- 
lactive status, has been appointed 
| director of advertising and pub- 
lic relations of United Aircraft 
Products, Dayton, O. 

Major Jules F. Bernard, after 
three and a half years in the 
armed forces, has returned to 
Ross Roy, Inc., Detroit agency, as 
production manager. 

Tom Stewart, after serving 44 
months with the American Red 
Cross, has returned as director of 
WSM-FM, Nashville. 

Lt. Albert L. Goldblatt, released 


TORONTO 


GIBBONS 


ADVERTISING 


MONTREAL 


KNOWS CANADA 
J. J. GIBBONS LTD. 


200 BAY STREET 
WINNIPEG, 


MERCHANDISING ® 


REGINA, CALGARY EDMONTON, 


VANCOUVER 


from the Army air forces, has re- 
turned to Royal Metal Mfg. Com- 
pany, Chicago, as head of the 
beauty parlor equipment sales di- 
vision, 

Hearst Adds Ten 


Hearst Advertising Service has 
added the following, all recent 
members of the armed forces, to 
its New York office: John E, Lang, 
formerly with McKesson & Rob- 
bins, and Jesse Spier, formerly 
with the New York Herald Trib- 
une, join the Pacific Coast Group; 
Eugene S. Piper, formerly with the 
Detroit Times, joins the sales staff 
specializing on Pictorial Review; 
F. W. Westerfeld and William 
Weinlandt rejoin the sales staff, 
which also is adding George Mc- 
Knight, formerly with the New 
York Journal-American; Paul 
Honaker, formerly with McCann- 
Erickson, joins the retail stores di- 
vision; Henry L. Lytton, formerly 
with Ogden Publishing, and Ed- 
ward B. MacDonald, formerly with 
Popular Publications, join the 
plans department, and Frank A. 
Johnson, formerly with the Dime 
Savings Bank of Brooklyn, joins 
the financial sales staff. 


Capt. Watson P. Gooch Jr., after 
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three years’ service with the 
Marine Corps, has been appointed 
sales and advertising manager of 
Eureka Company, Rock Falls, IIL, 
maker of custom-built motor 
bodies. He was formerly national 
advertising manager of the Times 
and World-News, Roanoke, Va. 


Stempel to Lewin 


Irving Stempel, recently released 
from the Army, has been ap- 
pointed art director on the staff 
of A. W. Lewin Company’s New- 
ark office. 

Lt. Hugh J. Stump, recently with 
the Navy, has joined the sales 
staff of WKRC, Cincinnati. 

After almost four years’ overseas 
duty with the Navy, Walter C. Elly, 
publishers’ representative, has es- 
tablished offices at 1728 Grand 
Central Terminal building, New 
York. 

S. S. Sherris, after 44 months 
with the Army air forces, has 
joined Henry J. Kaufman & As- 
sociates, Washington. 

Lt. Comdr. Wentworth F. Green, 
after three and a half years’ serv- 
ice with the Navy, has been named 
West Coast sales representative of 
Production Engineering & Man- 


agement, with offices at 1709 W. 


* indlness and Good Will. On the long road 


{ human understanding, radio will help mold 


oe vot sapryride to the ‘Promise and Purposes 


Eighth St., Los Angeles. 
After five years of active jj. 
tary duty, Col. Jesse B. Bi nnett 
has joined Braniff Airways, Da). 
las, as director of research 2», 
planning. 


Grover Rejoins Fawcett 


Mel Grover, recently on P') boa; 
duty in the Pacific, has retirneg 
to Fawcett Publications a: aq. 
vertising manager of Mec)anj, 
Illustrated, 

Capt. J. Everett Bennie, re. ent, 
in the Army Medical Corps, anj 
previously assistant advert; ising 
manager of the A. S. Aloe Com. 
pany, St. Louis, has joined the 
advertising staff of Ciba Pharma. 
ceutical Products, Summit, N, ] 

‘Gilson Gray, a commander in th, 
USNR, has returned to CBS ; 
network director of the editing 
department. Jan Schimek, wh 
filled Mr. Gray’s post temporar ily 
becomes director of the copyrigh; 
department. 

E. L. Deckinger, for three year 
with the Office of Scientific Re 
search and Development, Army 
and Navy, on special assignment: 
has returned to the Biow Com 
pany, New York, as research dj 
rector. Returning to Biow’s cop; 
department from the Army is Bok 
Goldsmith, 


Mitchell to MBS 


Lt. John H. Mitchell, recently | 
the Navy, has rejoined MBS as sale 
service supervisor, and Willard 4 
Sayles, formerly in the Army, ha 
joined Mutual’s national sale 
staff. 

Richard G. Holbrook, recently ; 
the Marine Corps, has joined the 
copy staff of Batten, Barton, Dur 
stine & OsBorn, New York. 

H. L. Bogart has returned to the 
public relations and publicity de 
partment of J. M. Mathes, Inc, 
New York, after 20 months in 
the Army. 

Capt. Allan B. Jaynes, recent); 
in the Army, and previously ad 
vertising manager of the News- 
Herald, Huntington Park, Cal., ha 
been named assistant advertising 
manager of Petroleum World. 


Doty Rejoins ABC 


Lt. Clarence Doty has returned 
as an account executive in the 
spot sales department of American 
Broadcasting Company after three 
years in the Navy. 

Lt. Comdr. W. C. Geoghegan Jr.@ 
U. S. Coast Guard reserve, has 
returned to Lennen & Mitchell 
New York, as account supervisor. 

Acheson E. Lucey, recently . 
the Navy, and former advertising 
manager of U. S. Life eoureatl 
Company, New York, has been 
named advertising and public re- 
lations manager of American In- 
ternational Underwriters Corpo- 
ration, New York. 

Comdr. Herbert A. Vance, ° 
duty with the Navy since Febru- 
ary, 1943, has returned to his 
duties as publisher of American 
Lumberman, Chicago. 


and 


Rejoin Newell-Emmett 


Of more than 70 Newell-Emmett 
Company ‘men and women who 
served with the armed forces, 16 
have returned to their agency 
posts. Recent returnees include 
Russel K. Jones and J. Frank Gil- 
day, account executives; George 
Ogle, radio; August Blot, Albert 
King Jr. and William Most, pro- 
duction; Norman D’Esterre, media 
J. Kenneth Cagney, Charles Duffy 
and John S. Williams, service: 
Frank Covello and Robert Parsons, 
checking; Raymond J. Howe. re 
search; Albert Sanford, accou: ‘ing 
and Walter Sasse and Howard \Vil- 
cox, art. 

Maj. Robert L. Mansfield, 
the Marine Corps since De:em- 
ber, 1940, has rejoined 1 \oy¢ 
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ember 3, i945 
Mansfield Company, Buffalo, N. Y., 
igeles. as account executive. 

of active mij. 9° yt, William Spitz, after two 
sse B. Bennet eos’ overseas duty, has returned 
Airways, Da). to Spitz & Webb Advertising, 
f research ang syracuse, N. Y. 


To Fairall & Co. 


Richard M. Coolidge, after 42 
ntly on Pl bol norihs with the Army air forces, 
C, has retirneqffpas joined Fairall & Co., Des 
cations a ad-MMoines, aS account executive. 
© Of Mechaninff Capt. Charles J. Carmody Jr., 

with the Army for the past three 
Bennie, re cntiyfM ear., has become manager of the 
lical Corps, anq New York office of Thomson Sy- 
ant advertising non Company, Terre Haute, Ind., 


ns Fawcett 


. S. Aloe Com. manufacturer of posters and dis- 
has joined the plays 

f Ciba Pha ae Lt. Newell T. Schwin, USNR, 
Summit, N, has returned to his position as 
ommander in th western advertising manager of 
ned to CBS a Household Finance Corporation, 


of the editin 
Schimek, who 
ost temporarily 
of the copyright 


Chicago, after three years’ active 
juty. 

4 Norton H. Zuckerman, released 
from the Navy, has been named 
production manager of Fredric R. 
: Kleiman, Advertising, Chicago. 

f Scientific Ref parry B. Mullinix, released from 
opment, Armyline Navy, has rejoined Williams, 
cial assignments) awrence & Cresmer Company, 
the Biow Comfpewspaper representative, in the 
as research diffchicago office, replacing John R. 
to Biow’s copyikimball, who is joining the San 


, for three year 
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years with the Navy, has returned 
to the Advertiser, Montgomery, 
Ala., as assistant publisher and 
vice-president. 

Sidney C. Schneider, recently 
with the Army, has joined E, H. 
Brown Advertising Agency, Chi- 
cago, aS account executive. 

Following his discharge from the 
Army, S. E. Vehon has become a 
partner in Bass, Luckoff & Way- 
burn, Detroit agency. 

William M. Wilson, with the 
Navy for three years, is back in 
charge of the New York office of 
the William G. Rambeau Com- 
pany, radio station representative. 

Ed Martin, after three years 
with the Navy, has joined the 
sales staff of Outdoor Advertising 
Incorporated in San Francisco. 

Seymour Salzman, recently re- 
leased from the armed forces, has 
been appointed advertising art di- 
rector of Seidel Advertising 
Agency, New York. 


Col. Smith Returns 


Col. Thor Smith, formerly pro- 
motion manager of the San Fran- 
cisco Call-Bulletin, on leave of 
absence for the past three years 
while he served as press relations 
officer for General Eisenhower, 


has returned to the paper as as- 
sistant to the publisher. 

John H. Muhlke Jr. and Lee W. 
Small, recently returned from mili- 
tary service, have joined the Chi- 
cago advertising sales staff of 
Holiday, Curtis Publishing Com- 
pany’s new magazine, 

Frank Starr, for the past three 
years lieutenant in the public re- 
lations and recruiting division, 
RCNVR, has returned to Ronalds 
Advertising Agency Ltd., Mont- 
real, as assistant to the vice- 
president in charge of the radio 
department. 

Duncan M. Loader, recently with 
the Royal Canadian air force, has 
joined the creative department of 
Stevenson & Scott Ltd., Montreal 
agency. 

Maj. Robert R. Tincher, who re- 
signed the post shortly before 
Pearl Harbor to enter the Army, 
will return as general manager of 
WNAX, Yankton, S. D., on Dec. 1. 
Don Inman, who has been serving 
as general manager, becomes com- 
mercial manager. 


To Ryder & Ingram 


Thomas H. Moriarty, recently re- 
turned from the C-B-I theater, 
has joined the copy staff of Ryder 


& Ingram Ltd., Oakland, Cal., 
agency. 


Capt. Robert L. Baumgardner, 


61 


}sume his former position of sales 
promotion manager. Bill Wilson, 
who held the job in Mr. Sutphin’s 


back from service with the Army , absence, becomes the department’s 


air forces, has joined the public 
relations and advertising staff of 
Norman E. Malone, Akron, O., 
business consultant. 

After three years’ Army service, 
William P. Bager, former copy 
chief, has returned to Needham, 
Louis & Brorby, Chicago, to take 
over a new post as counselor to 
copy and art departments. Marvin 
Clausen, who served with the 
naval air forces for more than 
three years, has rejoined the 
agency as account executive. 

William E. Sproat, recently re- 
turned from Marine Air Corps 
duty, has resumed duties as head 
of W. E. Sproat & Co., Chicago 
advertising and art production or- 
ganization. 

Larry Webb, with the Coast 
Guard since May, 1942, has been 
appointed treasurer and assistant 
to the president of WJW, Inc., 
Cleveland. 

Karl Sutphin, in the Army for 
the past six months, has returned 
to the American’ Broadcasting 
Company’s central division to re- 


assistant contact man with adver- 
tising agencies and sponsors. 

Bennett H. Korn, recently re- 
leased after three years in the 
Army, has returned to WQXR, 
New York, as an account execu- 
tive. 
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FACT NO, 33 — 
Bakery flour INCREAS- 
ED 35.6% bétween 1939 
and 1944. Family flour 
DECREASED 26.2% in 
this same period. If your 
product is used by bak- 
ers here's a real market 
expansion for you. Write . 

for details. 
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Francisco staff of Crowell-Collier 
Publishing Company. Earl Couch, 
with the Army air forces, is re- 
joining WL&C as a salesman in 
the San Francisco office. 


Dennis Joins BBDO 


Capt. Seth Dennis, recently re- 
leased from the Army, and pre- 
viously sales promotion writer for 
Scripps-Howard Newspapers, has 
joined Batten, Barton, Durstine & 
Osborn, New York, as an account 
representative. 

Calvin C. Herge, recently dis- 
charged from the Navy, and pre- 
viously with Department Store 
Economist, has joined the New 
York sales staff of House Beauti- 
ful. 

Amedee Cole, former lieutenant 
in the USNR, has returned to 
Geyer, Cornell & Newell, New 
York, as vice-president and group 
copy chief. 

Bob Wood, former Army ser- 
geant, has returned to WOR, New 
York, as director of commercial 
program sales, a division of the 
station’s program service. 

Fred Thrower, recently in the 
Navy, has returned to American 
Broadcasting Company, as an ex- 
ecutive in the sales division. 


Krakora Rejoins Publisher 


Set. George Krakora, for the 
past three years with the Army 
air forces weather service, has 
rejoined Phillip Andrews Pub- 
lishing Company, New York, pub- 
lisher of Air News with Air Tech 
and Air News Yearbook, as an 
executive in the advertising de- 
partment. 

Lt. Joseph E. Martin, USNR, has 
rejoined the executive editorial 
staff of Syndicate Store Merchan- 
diser, Rejoining the magazine’s ad- 
vertising department is Sgt. Rob- 
- F. Bennett, recently in the 
Army, 

Lt. Comdr. James A. Moffett, 
after four and a half years with 
the Navy, has returned to Corn 
Products Refining Company, New 
York, as manager of the foreign 
department. 

Harold F. Marshall, after three 
and a half years’ service with the 
Army air forces as an administra- 
uve officer at Wright Field, Day- 
ton, has rejoined Warren Webster 
& Co., Camden, N. J., as head of 
the advertising department. Ben 
F. Lerch, who handled Webster’s 
advertising during Mr. Marshall’s 
absence, will devote his full time 
as division manager, standard 
equipment sales. 

Richard F. Hudson Jr., after four 
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On don't cut them up. Route them to 
ull departments and then use our 
ervice to handle your clipping work. 
wocvlet No. 20, “How Business Uses 
-lippings” tells how we do it. 


ON’S CLIPPING BUREAU 
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LASALLE ST, CHICAGO 1, Itt 
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Represented by O’MARA & ORMSBEE, INC. + New York « Detroif 


BUGGER 
GREAT EIR 
et UC let eR 


SEY AN el WIE: 


HEAD AND SHOULDERS 


az TTLE a 


wy ALL OTHER SEATTLE PAPERS 


Seattle, Washington 


BUSINESS MEN, attention! Throw away all pre-war 
statistics on Seattle. Seattle today is a far bigger, richer, 
greater city than ever before. Metropolitan Seattle has 
grown to a permanent population of more than a half- 
million. New people are staying in Seattle! A thrilling 
new chapter begins as we enter the Era of The Pacific 
with its fast-expanding resources and trade. Seattle is a 
solid city with a brilliant future. The SEATTLE TIMES 
is the preferred newspaper in 7 out of 10 Seattle homes. 


Chicago + San Francisco + Los Angeles 
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Unified Sales 


Unit for 


Weeklies Far from Goal 


Two Groups Compete 
for Ads; Research 
Started by NEA 


New York, Nov. 27.—Agencies 
and advertisers, who have been 
repeatedly confused by conflicting 
claims of the American Press As- 
sociation and the Newspaper Ad- 
vertising Service as to who rep- 
resents which weekly newspapers, 
have been hoping for a solution 
to the conflict, but at present the 


situation appears stalemated. 
APA, which had the field to 
itself until members of the Na- 
tional Editorial Association formed 
the Newspaper Advertising Serv- 
ice as a cooperative selling or- 
ganization in 1942, offered this 
summer to merge the two sales 
units. The plan was proposed by 
Walter Sanders, chairman of the 
APA board of publishers, and has 
since been plugged by APA. 
Reaction of Newspaper Adver- 
tising Service to this proposal was 
indicated by Charles Ryder, presi- 


dent of NEA and publisher of the 
Times, Cobleskill, N. Y., who told 
AA: “We are still willing to sit 
down with anyone to discuss a 
solution to this problem. But the 
APA is interested in getting rid 
of the competition. They will 
never take NAS over because it 
is a cooperative with a _ great 
backlog of support from state as- 
sociations.” 

Mr. Ryder said that competing 
sales organizations are desirable 
in the field, and that most pub- 
lishers feel that weekly news- 
papers are not being adequately 
sold as an advertising medium in 
the national field. 

He cited 1944 estimates of the 
total national advertising expendi- 
tures as about $1,400,000,000, of 
which weekly newspapers received 
only $6,000,000, as contrasted with 
$60,000,000 in local advertising. 


May Omit Paper 
Meanwhile, agency space buyers 
occasionally find two salesmen 
each claiming to represent the 
same newspaper. Rather than 
make a decision, they may pass 
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up the disputed paper. 

N. W. Ayer & Son recently met 
this problem for the Army re- 
cruiting campaign by buying 
space in all newspapers on the 
APA list through APA, and all 
other weeklies through NAS. 

The situation is further com- 
plicated by the fact that some 
weeklies, eager for all the busi- 
ness they can get, have signed 
exclusive contracts with both APA 
and NAS. NAS recently attempted 
to clarify this situation by send- 
ing out contracts to all its pub- 
lishers, but competition between 
the two sales forces has not been 
lessened. 


APA Commission Higher 


NAS operates on an 8.3% com- 
mission as against APA’s 13.3%. 

The weekly newspaper commit- 
tee of the Four A’s, under chair- 
manship of E. F. Wilson of Mc- 
Cann-Erickson, New York, while 
remaining neutral in the conflict, 
has urged the participants to ar- 
rive at a satisfactory agreement. 

Meanwhile NEA has taken the 
lead in getting much needed re- 


‘ 


search under way concernin, 

weekly newspaper as an ay 
tising medium. The Weekly N ows. 
paper Bureau, a research aff jate 
of NEA with some 850 publ <he; 
members and a budget of bety ce, 
$8,000 and $9,000, has autho: izeg 
a study in approved form by the 
Advertising Research Founda’ ion 


Will Consider Plan 


A committee representing the 
Four A’s, ANA and Weekly N: ws. 
paper Bureau will meet Dec. § t) 
approve plans for the study. Com- 
mittee members include Charles ¢ 
Carr, Aluminum Company of 
America, Joseph Bohan, Sterling 
Drug, Inc., and Gordon Philpott, 
Ralston Purina, representing the 
ANA; Kirk Greiner, Young ¢% 
Rubicam, E. F. Wilson, McCann. 
Erickson, and J. J. Hartigan, 
Campbell-Ewald, representing the 
Four A’s; and Ed M. Anderson, 
Times, Brevard, N. C., P. G. 
Stromberg, Times, Ellicott City, 
Md., and Bernard Esters, Pioncer- 
Times, Molton, Me., representing 
the bureau. 

APA, however, is not supporting 


F HE’S AN ELK— 
HE’S A LEADER! 


Some men are born to lead .. . others to follow. 


There’s something about the B.P.O. Elks that attracts so 
many natural-born leaders. Maybe it’s the fellowship of 
fellow-leaders. Maybe it’s the kindred spirit of men want- 
ing to do good (most Elks have already made good) in their 
community. Whatever the magnet, leaders in the arts, pro- 
fessions, public life, and that wonderful institution known 
as business, join forces in more than 1400 Elks Lodges 
throughout America. 


xk kk 


715,000 strong, they are constantly seeking new ways to be 
of service to the needy and the unfortunate of their home 
cities. Right now, nearly all the energies of the Elks Lodges 
are devoted to the Nation’s peace effort, to rehabilitation 
programs for returning veterans, to entertainment and 
morale-building programs for men still in the Service. 


Or Newlyweds in New Orleans... 


Folks turn first to - 


ie = 


_ NEW ORLEANS 


EPARTMENT OF LOYOLA UNIVERSIT 


THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


. 50,000 Watts « Clear Channel « CBS Affiliate We ed, A we B- 


Represented Nationally by The Katz Agency, Inc. 
NA EC NS AAAI AE TE RITE 
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PEACEFUL ISLES—First advertising 

since the war to attract tourists has 

begun for Bermuda Trade Develop- 

ment, through N. W. Ayer & Son, in a 

newspaper series in 12 cities along the 

eastern seaboard. Toni Frissell photos 
illustrate the copy. 


this study. Don Robinson, editor 
of American Press, APA paper, 
told AA that the Weekly News- 
paper Bureau “supposedly inde- 
pendent as NAS, [is] supported, 
in part, out of the same pocket- 
book. APA, although it would 
like to contribute to a research 
bureau for weeklies, naturally 
didn’t feel that it should put any 
money into a bureau which was 
part of the NEA-NAS organiza- 
tion.” 


$100,000 for Research 


Under the Sanders plan, APA 
says, combination of the two sales 
forces would also include a research 
program, funds for which it would 
furnish out of commissions. APA 
estimates that $100,000 would be 
available for research under this 
plan, and has been using this 
offer as an additional argument 
to publishers on behalf of the 
Sanders’ proposals. 

NAS, however, takes the posi- 
tion that as a cooperative organi- 
zation, no such proposal could be 
considered without referring it 
to the membership. And indica- 
tions are that the membership 
will not entirely accept a single 
organization. The feeling among 
many publishers who support NAS 
is that competing sales organiza- 
tions are necessary to keep the 
representatives on their toes. 

“We're going after new busi- 
ness and we'll get it,’ was Mr. 
Ryder’s comment, 

NAS advocates also point out 
that NEA is an entirely separate 
organization, as is WNB, with 
memberships varying in each. 


Circulation Figures Sought 


Out of the approximately 9,000 
weekly newspapers in the United 
States, no accurate estimate is 
available of the number directly 
involved in the present contro- 
versy, although APA claims about 
half of them as members, 

More definite data on the 
weeklies’ circulation may be avail- 
able soon with the passage by the 
House on Nov. 5 of the Murray 
bill, HR-2543, which would com- 
pel weekly newspaper publishers 


applications. Circulation figures of 
the others vary in accuracy. 

For those smaller publishers 
whose circulations hover around 
the 3,000 mark, inflation of their 
circulation figures would bring 
them under jurisdiction of the De- 
partment of Labor on wage-hour 
questions, whereas deflation of 
their figures below 3,000 might 
necessitate reduction in advertis- 
ing rates. 

Most advertisers, publishers and 
agencies regard the Murray bill as 
a step in the right direction, al- 
though the trend toward audited 
circulations is regarded as even 
more desirable. 

Supported by APA, but denying 
any affiliations whatsoever, a group 
of seven weekly publishers—the 
American Weekly Newspaper 


Publishers Council—has been 
conducting its own study of 
weekly newspapers and plans to 
release results later in the year. 

The group, headed by Vaughn 
Flannery, former Young & Rubi- 
cam executive and publisher of 
the Gazette, Harford Md., has 
evolved a rating method to be 
used as a yardstick in evaluating 
weeklies. The new method uses 
editorial and advertising content, 
rates, circulation and production 
as indexes, and assigns an arbi- 
trary rating of C to the median 
newspapers in each state, with the 
others above the median receiv- 
ing A and B ratings and those be- 
low, D and E. 

The survey is being conducted 
by Quotation House, Inc., Bel Air, 
Md., and will eventually include 
data on all weeklies in the coun- 


try, which will be published and 
made available to advertisers, 
agencies, and sales representa- 
tives. 

While the survey states that it 
is “based entirely on the measur- 
able qualities of the weekly news- 
papers themselves and not on 
arbitrary qualifications set up by 
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To Head Food Sales 


William F. Wolf, formerly sec- 
retary of the National Food Bro- 
kers’ Association, Indianapolis, has 
been appointed executive vice- 
president and general manager of 
Branded Food Sales Corporation, 
newly-formed national food prod- 
uct marketing and merchandising 


publishers,” it may compete with company. 


the Weekly Newspaper Bureau’s 
Advertising Research Foundation 
survey—or at least duplicate pro- 
motion in the same field. 


= v . ii . ’ 
Join ‘Nation’s Business 

Sam Purnell, formerly with the 
Newspaper Advertising Service, 
Chicago, and John L. Davenport, 
recently discharged from _ the 
Navy, have joined the Chicago 
advertising staff of Nation’s Busi- 


ness. 35 W. WELLS ST.. MILWAUKEE 3, WIS. 


Cover Catholic 
Schools, Churches, 
and Institutions 


Al Statement about 


DELL MODERN GROUP 


by George J. Delacorte, Jr., Publisher 


A NEW RATE will go into effect on the 


Dell Modern Group with the issue of July, 1946. 
The circulation guarantee will be increased 20%, 
from 2,000,000 to 2,400,000. However, the base rate 
will be lowered from $2.00 per page per thousand 
to $1.80 so that the page rate will actually increase 
only 8%, from $4000 to $4320. New rate cards will 


be issued shortly. 


* 


* * 


The combined circulation of the women’s group 
magazines is now over 15,000,000. It has increased 
more than 50% since 1941. The entire field is in a 
healthy condition and there are good reasons for the 
optimistic predictions that have been made by some 
of our esteemed contemporaries. The Dell Modern 
Group is equally optimistic but we have always pre- 
ferred to let facts speak rather than predictions. 


These are facts: 


to publish sworn circulation fig- 
ures as well as ownership state- 
ments. 

Estimates of ABC weeklies are 
‘t about 300 at present, with a 
acklog of two to three hundred 
nore waiting for action on their 


CONTINUED 
LEADERSHIP IN THE 


EDITORIAL COVERAGE 


i | 
aw py INDUSTBLS 


The Dell Modern Group, is delivering the largest 
bonus circulation in the women’s group field, 
1,042,000 or 52%. 

The Dell Modern Group shows the greatest rate of 
circulation increase in the field. 


The Dell Modern Group’s cost per page per thou- 
sand, based on the latest complete figures, January— 
September, 1945, ts $1.31, lowest in its history. 


November, 1945 


DELL MODERN GROUP — MODERN SCREEN 


Modern Screen is the world’s biggest-selling screen 
magazine—32% ahead of its nearest competitor. 


July, 1946, when our new rate goes into effect, is 
seven months distant. In view of the continuing 
limitations on paper and printing machinery—limi- 
tations imposed on all publishers alike—it would be 
ridiculous to attempt now to predict what our circu- 
lation then will be. Certainly for the first six months 
of 1946, at current rates and with a steadily rising 
circulation, the Dell Modern Group is a particularly 
advantageous buy. 


Advertising budgets, however, are planned far in 
advance and when a publisher announces a rate 
increase the advertiser is entitled to some idea of 
what to expect. No one wishes more than we that we 
could issue a pronouncement in good round num- 
bers. We will, of course, keep pace with the field as 
we have in the past. Certainly our record bears us 
out on this. We expect to continue to improve our 
editorial content in every way possible. Our print- 
ing, particularly color, is now the best in the field 
but heavier paper stock and improved processes will 
enable us to better already high standards. 

Again, facts will speak. In July, 1946, I am sure we 
will be able to publish a set of facts as gratifying to 
both the advertiser and the Dell Modern Group as 
those set forth above. 


GrorGe I, DELACORTE, JR. 


Publisher 


- MODERN ROMANCES - SCREEN ROMANCES 
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Will Print Book Telling 
._ Value of Models in Ads 


“Right Face,” a book promoting 

' the use of photography and 
models in advertising, will appear 
some time in December, according 
to Patricia Stevens, owner of a 
Chicago charm school and model 
agency sponsoring the publication. 
Miss Stevens plans to publish the 
175-page case-bound book once 
a year. It will be sent to agencies 


and advertisers who are potential 


users of models and photographs. 

To sell firms on that means of 
advertising, the booklet contains 
pictures of models, with accom- 
panying stories, and a section on 
grooming. Advertising is devoted 
to photographers. 


To Joseph Katz Co. 


Hall & Ruckel, Inc., New York, 
has named the Joseph Katz Com- 
pany, New York, to handle adver- 


tising of X-Bazin depilatory. 


This year of all years, manufacturers 
who are looking toward their civilian 
markets, will make every effort to get 
their goods on the shelves of Army Ex- 
changes and Navy Ships’s Stores. For, 
the millions of men pouring through 
American Army and Navy installations 
— buying necessities at their “PX's"— 
ere forming brand habits they will 
carry into families all over the country. 

Too, during the coming months, the 
“PX” business in this country will be 
greater than at any time in the fantas- 


market 


tic history of this phenomenal market. 

—So, considering the immediate 
profits and lasting benefits to be 
gained from the “PX" market, we sug- 
gest you contact our nearest office to- 
day, for complete details. 

Certainly your advertisement should 
be in the January 1946, Fifth Annual 
Directory Number; the issue used year 
‘round as a buying guide for sources 
of supply by Exchange and Ships’ Store. 
officers. Don’t miss it!—Forms close 
December 10th. 


... A Youthful Market With a Great Future 


POST EXCHANGE 


NAVY © MARINES © MERCHANT MARINE 


Main Office—292 Madison Ave., New York 17, N.Y. 


HARLEY L. WARD, Inc. WALTER W. MEEKS SIMPSON REILLY, Ltd. 
360 W. Michigan Ave. 101 Marietta Garfield Building 
CHICAGO |, ILLINOIS ATLANTA 3, GA. LOS ANGELES 14, CAL. 
SIMPSON -REILLY, Ltd. FRED WRIGHT CO. DUNCAN MACPHERSON 
Russ Building 915 Olive Street 700 So. Washington Sq. 
SAN FRANCISCO 4, CAL. ST. LOUIS 1, MO. PHILADELPHIA 6, PA. 


Two Companies Ask FCC 
for Broadcast Permits 


The News & Observer Publish- 
ing Company, Raleigh, N. C., pub- 
lisher of the News & Observer, 
has filed application with the 
Federal Communications Commis- 
sion for authority to operate a 
standard station on 850 ke, 5 
kilowatts power, with unlimited 
hours. 

The Meridian Broadcasting 
Company, Meridian, Miss., has 
asked FCC for authority to oper- 
ate a station on 1,450 kc, 250 
watts, and unlimited hours. 


U. S. Rubber Names Noss 


Henry G. Noss, former assist- 
ant manager of distributing 
branches of U. S. Rubber Com- 
pany, New York, has been named 
manager of that division, succeed- 
ing Frederick W. Strong, retired. 


Dir-Kleen to Kalom 


Dir-Kleen Company, Chicago, 
manufacturer of Dir-Kleen, fabric 
cleaning compound, has appointed 
Kalom Company, Chicago, to 
handle its advertising. 
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Manpower, Data 
Needs Retard New 
Building: Dodge 


New York, Nov. 27.—Manpower 
shortage looms as the major im- 
mediate obstacle ic full-scale re- 
covery in the construction in- 
dustry, a new study by the F. W. 
Dodge Corporation reveals. Ma- 
terials supply, price and wage ad- 
justments and possibly transpor- 
tation delays, are other problems 
cited in the report. 

“Architects and engineers are 
faced with major problems in ob- 
taining adequate staffs of design- 
ers and draftsmen, adequate in- 
formation on materials and equip- 
ment available for early use in 
urgent projects, and information 
on new products and _ services,” 
the study points out. 

Dodge reports 99,638 projects in 
design or preliminary stages, with 
an aggregate cost of $15,746,202,- 
000. These it breaks down into 
12 major classifications, to indi- 


cate whether they are private >; 
public projects. 

Privately owned work is esij- 
mated at $4,303,080,000, public\y 
owned work at $11,443,122,000. 

The Dodge company estimat- 
an annual average constructi. 
volume of $7,348,000,000 durin 
the next 10 years in 37 states ea 
of the Rocky Mountains. T 


ndpema Dn 


peacetime peak in 1928 w 
$6,628,000,000. 
Walsh Joins Hicks 

Miss Mary Walsh, former|y 


food editor and writer for the 
Chicago Herald-American for the 
past four years, has been ap- 
pointed writer and consultant in 
connection with food accounts 
served by the Jos. W. Hicks Or- 
ganization, Chicago. 


Appoints Garrison 

W. W. Garrison & Co., Chicago, 
has been placed in charge of ad- 
vertising of the Taylor Junior 
washing machines of Tepfer Ap- 
pliance Company, Cincinnati, 
Newspapers, trade publications 
and magazines will be used. 


PREPARE NOW 


1 Mile the Cheat of the Ubthting Degli Meer 


Any quantity of mailing 
handled, any time, with 
skill and dispatch. We 
assemble, stuff, seal, me- 
ter or stamp, sort, and 
deliver to post office. 
We've been doing this 
job for years for several 
of Chicago's biggest 
users of mail promotion. 


WE’LL TAKE YOUR 
MAILING HEADACHES 


i NATIONAL MAILERS 


705 W. Washington Bivd., Chicago 6, Ill. 
Phone: Andover 5170 


Plenty of space, plenty 
of skilled employees. No 
job too big — or too 
small. 


Call us. We'll give you 
rates and all information. 
If out of Chicago, write. 
We handle a large vol- 
ume of out of town busi- 
ness. 


Dammed up by rationing, shoe demand has built 
up a “head” of potential power which after the 
war will sweep shoe men to new business heights 
... from suppliers to manufacturers, right down 
to the last retailer if they are alert. and prepared. 
Once restrictions are removed, there will be such a 
rush to replenish wardrobes as has never been seen 
in the shoe business. 

Most war-worn shoes will be tossed on the scrap 
pile . . . women weary of a few drab pairs will go 
on a grand and glorious buying spree. Demand for 
street, dress and casual styles will no doubt hit an 
all-time top. At the same time, rationing itself . . . 
plus war experiences in which “‘feet”” loom as the 
biggest problem of many a doughfoot’s life .. . 
will mean a new appreciation of quality and fit 
and the solid virtues of branded lines. 

Anticipating this tremendous buying wave, shoe 
men are laying plans fast . . . plans for new lines, 
equipment, displays and store improvements. Con- 


sequently the supplier or manufacturer who wants 


to get in on the ground floor of those plans and 


assure himself of a place on the crest of the shoe 


"Buying wave must move now to keep retailers 


informed of his own plans and prospects. 

The time to do it is NOW, before plans are com- 
plete and distribution lines set up. The PLACE 
to do it is in the pages of the BOOT and SHOE 
RECORDER. This National Voice of the Trade 
is eagerly read each month by more than 16,00 
key shoe men in search of just such news as you 
have to offer . 


. . your advertising there now w'll 
pay dividends for years to come. 


wt ® 


I . BOOT and SHOE ! ¥ 
NATIONAL VOICE OF THE TRADE 3 
Published Twice Monthly 
A Chilton @ Publication 
O East 42d Street, New York 
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FAWCETT PUBLICATIONS, INC. 
295 Madison Ayvenve, New York 17, N. Y. 
World's Largest Publiskers of Monthly Magazines 
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ELIEVE IT OR NOT, the bakery 
where he worked was 
named The Happy Oven. 
Roger Dahlhjelm kept 

books there — for $6 a week — eleven years 

ago. Today he’s the head of a $7,500,000 a 

year business in Hollywood. Dahlhjelm, the 

Stubborn Swede, founded Hollywood’s fan- 

tastically successful Farmers Market in 1934. 

Parlaying $6 a week into 714 million dollars 

a year is smart doing, if you do it. Dahlhjelm 

did. Anybody can, he says . . . “Money’s all 

around you, sitting and wistfully waiting to 

fall in love with your idea.” 
Charles Samuels’ story of Dahlhjelm, 


“Farmer’s Friend” — in the December TRUE 


Cee eee 


— is one of the absorbing TRUE stories of high 
adventure in business. TRUE’s readers are as 
eager to hear about this as they are about 
derring-do in Micronesia or elk-hunting in 
Labrador. 


TRUE is filled with man-sized excitement 


about everything men are interested in. It’s 
vital and it’s varied. More than 34-million men 
will pay a premium price — 25¢ a copy — to 
buy the December TRUE at their newsstands. 
More than 130 different advertisers are spend- 
ing 361% more in TRUE in 1945 than last 


year. This December issue carries over 70 


pages of advertising. TRUE is America’s fastest-_ 


growing man’s magazine. There’s nothing like 
( 


TRUE to sell men for you. 
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Gets Shirt Account 


Mylish, Mann & Drucker, Phila- 
delphia shirt maker, has ap- 
pointed Dorland International- 
Pettingell & Fenton, New York. 
Full-page four-color advertise- 
ments in Esquire and men’s trade 
publications are scheduled for 
1946, with direct mail, dealer help 
and point-of-sale material also to 
be used. 


Promotes Canada Travel 
The Canadian Association of 
Tourist and Publicity Bureaus is 
planning an extensive advertising 
program to promote tourist trade 
in Canada and has asked addi- 
tional federal aid. The associa- 
tion plans to hold an annual “Na- 
tional Tourist Education Week.” 


Chicago 5.1llinois 


421 S. Dearborn St., 


Delta Merchandises 
$2.15 Book—along 
with Power Tools 


Homecraft Maker to 
Offer Free Tabloid 
to Hobbyists 


Milwaukee, Nov. 28.—Delta 
Mfg. Company, again turning out 
Homecraft power tools after con- 
verting from war work, is linking 
its hobby room promotion with 
consumer interest in home build- 
ing and, at the same time, selling 
an impressive number of copies 
of a new $2.75 Whittlesey House 
book. 

A recent Delta Homecraft four- 
color page in Parade and This 
Week Magazine offered the new 
book, “Building or Buying a 


| House,” and also a free booklet, 


“Planned for Happiness.” 

Walter E. Schutz, advertising 
manager, told ADVERTISING AGE 
that the company “realized that 
with the current tremendous in- 
terest in home buying, building 
and remodeling, there was an op- 
portunity for Delta to do a con- 
structive job, not only for itself 
and the power tool industry as a 
whole, but for the hobby idea. 


Writes Shorter Version 


“Accordingly, we arranged with 
the publisher to offer the book for 
sale and commissioned one of its 
authors, B. K. Johnstone, head of 
the department of architecture of 
Pennsylvania State College, to 
write a shorter booklet, which is 
in effect an expansion of the hobby 
room section of the original book. 
Naturally, the free booklet gave 
considerable prominence to the 
pleasures and _ practicality of 
woodworking as a hobby. 

“Although the ad in This Week 
ran two weeks ago and the one 
in Parade only last Sunday,” Mr. 
Schutz said, “we have received 


~ 
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some 1,000 orders for the $2.75 
book and 4,000 requests for the 
free booklet—and the requests are 
still coming in.” 

This latest promotion is typical 
of the “background” job which 
Delta has done over a period of 
years. Another successful promo- 
tion is “The Deltagram,” issued 
six times a year at 50 cents for 
a one-year subscription or $1 for 
two years, which shows what to 
make and how to make it with 
Homecraft tools. Delta says its 
“Deltagram” subscription list runs 
into the tens of thousands. 


Will Offer New Tabloid 


A forthcoming Delta ad will 
include a coupon enabling readers 
to get a free, eight-page tabloid 
newspaper, called “Happiness 
Herald,’ which also promotes 
woodworking as a hobby. 

Delta, world’s largest maker of 
light power tools, which has 
expanded since 1923 “from a little 
back-alley shop to a vast indus- 
try,” used consumer media during 
the war to urge prospects to ear- 
mark war bonds for that future 
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NEW FOUR-COLOR _ 
SUNDAY MAGAZINE SECTION 


in pages and half pages. 


Bigger 
Post-War Sales 


DISPATCH 


q 


Edited for Columbus and Ohio, about Colum- 
bus and Ohio people, places and events. 


Heavy emphasis on four-color photography. 


24-Page minimum. 1,000-lines per page. Size: 
IS x 10%". Five columns by 200 lines. 


Full color, duotone and spot color retogravure 


Circulation exceeding 160,000 . . . Space rates 
on request, 


Send for sample copies. 
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Represented Nationally by OMARA & ORMSBEE, Inc. 
New York, Chicago, Detroit, Los Angeles, San Francisco 


a GUICK ACTION 
LONGRR Agric’ 


f%. 


FOR DEALERS—Said to be the first 
counter display for the new DDT indus. 
try is this one produced by Ajax Prod. 
ucts, Inc., Chicago, which also is 
scheduling national ads in consumer 
and trade publications. Midland Ad. 
vertising, Agency, Chicago, handles the 
account. 


hobby room, with Delta tools to 
do the woodworking. Current ads 
continue to play up a “Planned 
for Happiness” theme, with the 
reminder that “Your home with 
a ‘hobby room’ is a joy to live in, 
and a safer investment.” 

Besides Parade and This Week, 
Delta has aggressively promoted 
the hobby idea, even when tools 
were not available for civilian 
home uses, in page ads in The 
Home Craftsman, Mechanix IIlus- 
trated, Popular Homecraft, Popu- 
lar Mechanics, Popular Science 
Monthly and Science & Mechan- 
ics, 


Other Media Employed 


Publication advertising to the 
consumer is supplemented by di- 
rect mail, point of purchase ma- 
terial and a steady schedule of 
advertising to the trade. 

Entering the industrial field only 
in recent years, Delta has achieved 
widespread acceptance for its ma- 
chines in virtually every industry. 
Advertising in this field includes 
consistent and intensive direct 
mail campaigns and use of wood- 
working and metalworking busi- 
ness publications. 

A third field to which Delta 
advertising is directed is the 
school shop. Several school pub- 
lications, vocational and admin- 
istrative, are used. 

Delta advertising will continue 
along the same lines in 1946, AA 
was told. Hoffman & York, Mil- 
waukee, is the agency. 


Gardner Adds Accounts 


Alvin Gardner Company, New 
York, has added the accounts ot 
Franshaw Company, handker- 
chiefs; Star Suspender & Garter 
Company; Parks Mfg. Company, 
billfolds; Alexander S. Gross & 
Brothers, misses’ dresses; Louis 
Greenfield, publisher; Glen Oaks 
Mfg. Company, men’s sportswear, 
New York, and Frank Parizek 
Mfg. Company, plastic and ocean 
pearl buttons, West Willington, 
Conn. 


Grolier Names Colton 


R. H. Hinkley Company, New 
England representative of tie 
Grolier Society, New York, his 
appointed the Boston office ! 
Wendell P. Colton Company fr 
special sales promotion on “Tie 
Book of Knowledge.” 


4 
92% of all radio-appliance 
sales and service in the 
U. S. A. is handled by “"RSD’ 
subscribers. 


Advertising Space Open 
COWAN PUBLISHING CORPORATION 
342 MADISON AVE., NEW YORK, N.Y 
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om | The National Comics Group 


Colton ACTION COMICS ANIMAL ANTICS FUNNY FOLK REAL SCREEN COMICS 
mpany, New ADVENTURE COMICS BATMAN FUNNY STUFF SENSATION COMICS 

“ig " 7 ALL AMERICAN COMICS BOY COMMANDOS GREEN LANTERN STAR SPANGLED COMICS 
oa Giles of ALL FLASH COMICS BUZZY LEADING COMICS SUPERMAN 

Company fr ALL FUNNY COMICS COMIC CAVALCADE MORE FUN COMICS WONDER WOMAN 

ion on “The ALL STAR COMICS DETECTIVE COMICS MUTT AND JEFF WORLD'S FINEST COMICS 
: FLASH COMICS REAL FACT COMICS 


The National Comics Group is currently comprised of 26 out- 
standing comic magazines which carry the Superman DC symbol 
on their covers as identification of the best in comic reading. 
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ce in the 
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Represented Nationally By 
a RICHARD A. FELDON & CO., INC.—420 Lexington Avenue, New York City 
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Eastman Picks Franklin 


Thomas F. Robertson, former 
public relations manager of Corn- 
ing Glass Company, Corning, 
N. Y., has been appointed pub- 
licity director of Eastman Kodak 
Company, Rochester, N. Y. He 
succeeds Franklin C. Ellis, who 
resigned to become assistant pub- 
lic relations director of Standard 
Oil Company of Indiana, Chicago. 


Eldean in New Office 


The Fred Eldean Organization, 
public relations, has moved its 
Detroit office to 856 Penobscot 
building. 


WANTED — PRODUCT TO SELL IN 
NEW YORK AND NEW ENGLAND 


Sales agent with New York office desires 
to represent western or southern manu- 
facturer. He is splendidly qualified to 
do a real selling job. Product must have 
merit and should be salable through such 
outlets as drug and department stores. 
Highest references. 


Box 6340, Advertising Age 
330 West 42nd St., New York City 


Railroads Keep, 
Airlines Reduce 
Group Campaigns 


New York, Nov. 29.—While the 
| Association of American Railroads 
|is planning to continue its coop- 
erative advertising campaign in 
1946 on the present basis of some- 
what more than $900,000, the joint 
national advertising committee of 
the Air Transport Association, 
meeting here recently, decided to 
reduce its expenditure from about 
$600,000 to about $500,000, ApvER- 
TISING AGE was informed. 

Headquarters of both associa- 
tions are in Washington. Erwin, 
Wasey & Co. is agency for the air- 
lines. The railroads’ account re- 
cently was placed with Benton & 
Bowles. ‘ 

The railroads’ campaign will 
continue in magazines, business 


papers and farm _ publications. 
Although detailed plans await 
study of findings in a nationwide 
study by Opinion Research Cor- 
poration, and the program will be 
flexible to meet current problems, 
the campaign will emphasize that 
America needs the railroads in 
peacetime as much as it did in 
war. 


Will Plug Low Freight Rates 


The railroads point out that in 
the past five years 97% of all 
military personnel and 90% of all 
military freight were carried by 
rail. The roads are expected to 
emphasize “lowest cost freight 
transportation,” and improved 
equipment and faster schedules. 
Individual roads will promote 
their own new trains. 

The airlines’ campaign will 
continue in four-color pages in 
magazines. Travelers and ship- 
pers will be urged to use United 
States-built planes on United 
States airlines. The 18 domestic 
airlines in the Air Transport As- 
sociation have just announced, 
effective Jan. 1, a reduction of 
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13% in express rates over their 
67,000 miles of airways. 


Hofmann Retires 


William F. Hofmann has re- 
signed from the board of direc- 
tors of the Herald Company, 
Syracuse, N. Y., publisher of the 
Syracuse Herald-Journal and Her- 
ald-American. Mr. Hofmann, who 
with S. I. Newhous purchased the 
papers in 1939, will devote his 
time to baseball as co-owner of 
the Syracuse Chiefs and partial 
owner of the Cincinnati Reds. 


Opens L.A. Office 


Holeproof Hosiery Company, 
Milwaukee, has announced the 
opening of a Los Angeles office 
at 707 S. Hill St., under manage- 
ment of Glen O’Dell, western di- 
vision manager. 


Introduce New Coffee 


Brownell & Field Company, 
Providence, R. I., packer of Auto- 
crat tea and coffee, is introducing 
Instant Autocrat coffee in a news- 
paper campaign in the New Eng- 
land area. Standish, Inc., Provi- 
dence, is the agency. 
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1. English .. . Distributed in Asia, Africa, Europe and Australia. Issued 1946, 1948, etc. 
2. Spanish, 1945, 1947, etc. Distributed in Spanish speaking Latin America, Spain and’ 


her possessions. 


3. Portuguese, 1945, 1947, etc. Distributed in Brazil, Portugal, Portuguese West and 


East Africa. 
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4. Spanish, 1946, 1948, etc. Distributed in Spanish speaking Latin America, Spain and 


her possessions. 
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through training, experience and 


necessity ... make far greater use of Combined catalogs 
than American buyers. The comprehensive catalog, 


listing the products 


of many manufacturers, fits the 


needs and habits of overseas purchasers. 


HITCHCOCK PUBLISHING CO. 


540 South Dearborn Street, Chicago 5 


Telephone Harrison 6040 
Other Hitchcock Publications 
WOOD WORKING DIGEST «+ 


You can be sure your sales message in a Hitchcock 
Export Sales Catalog will reach the proper buying 
influences abroad. That’s because the distribution is 
supervised on-the-scene by Hitchcock central office 
representatives. Complete information on request. 


55 West 42nd Street 
NEW YORK 
Lackawanna 4-4528 


403 West Eighth Street 
LOS ANGELES 


RESALE »* MACHINE TOOL BLUE BOOK 


Tucker 1579 
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Census Bureau 
Gets Full Fund 
for New Studies 


Population, Income, 
Other Figures Are 
Assured by Action 


Washington, Nov. 28.—The post. 
war revival of the government, 
business statistics program was of 
to a healthy start this week, with 
full blessings of the House ap. 
propriations committee for a sup. 
plemental appropriation of $3,259. 
000 for additional work for the 
Census Bureau. 

Reminding the committee of jt; 
promise to grant more money 
“when conditions were normal.” 
Census Chief J. C. Capt obtained 
in full his request for funds fo; 
a number of projects, including ; 
sample Census of Population, con. 
sumers’ income study, industria] 
and business statistics and ex. 
pansion of the Census Bureau’; 
labor force figures. 

“Considering the planned cover. 
age, the cost is deemed to be con- 
servative,” the committee said of 
Mr. Capt’s request, one of the 
few requests in a $1.7 billion bil! 
to escape sharp reduction. “It is 
practically nil in relation to the 
worth of up-to-date information 
to business,” the committee: added 


Scrutinize Commerce Request 


Committee attention to the 
Census request had been keen, for 
the hearing on the Census plan 
was part of a careful review of a 
$8,000,000 request from the De. 
partment of Commerce, up for the 
first time for funds under the 
leadership of Secretary Henry 
Wallace. 

In looking over the Commerce? 
program, much of it centered on 
expansion of the Secretary’s in-# 
mediate administrative staff, thei 
appropriations group learned foi 
the first time that Mr. Wallace isi 
asking for $192,000,000 for the r 
department’s budget for 1946-47,m 
compared with $79,000,000 this 
year. 

Immediate increase in the Set- 
retary’s staff is mecessary, it was 
argued, in order to augment plan: 
for reorganization of the depart- 
ment to play a more important 
role in assisting business. 


Wallace Hedged on Figure 


The $192,000,000 estimate for 
the future was the first indication 
of the cost of the reorganization 
plan outlined by Secretary Wal- 
lace early in October. When ques- 
tioned at his “reorganization 
press conference on this subject! 
Mr. Wallace had dodged by saying 
the program “would cost less than 
a few hours of war.” * 

Defending plans for operating 
on a _ $192,000,000 scale, Phill 
Hauser, chairman of the Con- 
merce Department’s special p'al- 
ning committee, remarked ha 
the department “had not don: its 
job for 12 years.” 

“If the Department of Cm: 
merce is going to be able to 4 
a job, to engage in activity ‘2 


— 


The Latest 


AIRLINE SCHEDUL 


AMERICAN AVIATION TRAFFIC GuIDE 


vest 


In use constantly by airlines and fre a 


air shippers and travellers. Publishe 
revised monthly. 


The Standard Guide to Air Transporttio® 
Timetables — Fares — Routings — “oF 


Subscriptions: $5.00 a yea 


(12 monthly volumes and suppleme') 


AMERICAN AVIATION PUBLICAT 


American Building Washington 4, 
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FIRST—Opening ad in the first cam- 
paign in Western Union's 94-year his- 
tory is this page placed through J. 
Walter Thompson Co., New York. Na- 
tional magazines are being used. 


ommittee of its 
, more money 
were normal,” 
. Capt obtained 
t for funds fo 
cts, including 3 
Population, con. 
tudy, industria) 
tistics and ex- 
ensus Bureau’s 


will provide the types of services 
for business that we provided be- 
fore the depression and before the 
war, we have got to have some 
tools to work with,’ Dr. Hauser 
said. 

For the present, the department 
obtained less than half the money 
it asked for expanding its ad- 
ministrative machinery, and for 
the Bureau of Foreign and Domes- 
tic Commerce to expand its field 
organization. 


Capt Explains Need 


Explaining the need for business 
and industrial statistics on a cur- 
rent basis, the more successful 
census chief reminded the appro- 
priations group that since the end 
of the war, business has entered 
a period where it needs to know 
more about changing conditions, 
for management, production and 
marketing purposes, 

“The problems that face busi- 
ness today relate to decisions re- 
garding such questions as the 
building and location of new 
plants for the manufacture of 
eacetime products, the addition 
ff new lines, the opening of new 
sales outlets, or the intensification 
f sales efforts in established 
up learned. tor reas,” he explained. “In addition 
Mr. Wallace sere these questions which it must 
00,000 for themenswer today, business must pre- 
set for 1946-41,mP2te me bay competitive search 

;eor markets tomorrow. 
rinsatesanedliien “To assist, the Census has de- 
eloped a program designed to 

+4 9 meneasure and describe markets as 
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hortly to provide for a regular 
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‘ome New Customers 
a sa5 
are Waiting For You 
your business is in something 
to eat or drink 
. Or something to wear, or just 
out anything. Here's a market 
at really responds to the “invita- 
nm to buy.” For the Negro looks 
his race press with confidencc 
d loyalty. Your advertising in 
ese papers can win the response 
id regular patronage of this 7 bil- 
on dollar market. Get the facts on 
me of the success stories built by 
ivertising in this live field. Drop 
y letter or post card today to 


nterstate United Newspapers, Inc. 
‘S FIFTH AVENUE, NEW YORK 
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N PUSLICATIS 
Washington 4, C. 


points against the continuing “cur- 
rent information” work that was 
just getting under way when it 
was interrupted by war. 


Three Join Ayer 


N. W. Ayer & Son has added 
three men to its Philadelphia 
staff: Seymour Morris, former 
account executive with Ted Bates, 
Inc., New York; Col. Frank R. 
Schell, former acting post com- 
mander, Camp Upton, N. Y., and 
Col. Talley D. Joiner, former dep- 
uty director, Office of Dependency 
Benefits, War Department. 


Chaplowe to Gravenson 


Ruth Chaplowe, formerly with 
the Jefferson Company, art serv- 
ice, has joined the art department 
of the Gravenson Company, New 


York agency. 


Jalkut Joins Dearborn 


Leo Jalkut, formerly with 
Montgomery Ward & Co., Chi- 
cago, in charge of merchandising 
home furnishings, has joined the 
Dearborn Company, Chicago, 
home furnishings manufacturer. 
He will supervise the merchan- 
dising and manufacturing expan- 
sion program of Dearborn and its 
affiliate, Freeman Furniture Fac- 
tories, Inc. 


Bri-Test to Twiss 


The House of J. Hayden Twiss, 
New York, has been appointed to 
handle advertising of Bri-Test 
Products Corporation, New York 
manufacturer and packer of soaps, 
shampoos, waxes, pOolishes and 
cleaners for bulk, package or pri- 
vate label. Trade publications, 
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Toy Guidance 
Council Revives 
for Christmas 


Lionel Trains Back, 

but Metal Toy Supply 

5 to 10% of Normal 
New York, Nov. 29.—wWit 


Christmas less than one month 
away, shoppers are finding pur- 


chases in the toy line more and@ 


with flimsy or unreliable toys, 
have less to offer, therefore, and 
are standing pat until next year 
when supplies of metal should be 
nearer normal and plastics and 
other new materials will be avail- 
able. 


Plenty of Wooden Toys 


Robert McCready, publisher of 
Playthings, said that there will 
be no more than 5%—or at the 
most 10%—of the normal output 
of metal toys this Christmas. He 
predicts “a considerable amount 


of wooden toys,’ and warns that 
“strikes and transportation diffi- 
culties will impede all-out pro- 
duction for perhaps the next year.” 
Mr. McCready says this coun- 
try now sells annually “close to 
$300,000,000 worth of toys, which 
represents a gain primarily 
through higher price units. . .” 
For the first time since 1941, 
Lionel Corporation, New York, is 
displaying new model electric 
trains. Only limited amounts will 
be available for consumers, how- 
ever, as Lionel can Only deliver 
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from mid-November to Christmas 
about 15-20% of the amount de- 
livered in the same 1941 period. 


Shown in Magazine Ads 


Lionel is using color third and 
half pages for electric trains and 
chem-lab sets in Metropolitan 


Comics Group and Puck—the 
Comic Weekly. Black-and-white 
ads are scheduled in business 


papers, scholastic magazines, Par- 
ents’ Magazine, Life and others. 
Color ads appear in Popular Me- 
chanics and Popular Science 


Monthly. All are placed b 
Biow Company, New York. 

A. C. Gilbert Company, Ne, 
Haven, for erector sets, ‘lyey 
trains and other toys, is sip, 
color ads in a similar grou, ,; 
magazines, as well as half page, 
in the Metropolitan Sunday Group 
and Hearst comics. Charle. w § 
Hoyt Company, New York, is th 
agency. 

Noma Electric Corporation, Ney 
York, through Albert Frank. 
Guenther Law, Inc., is using hals 


the 


pages in color in the Sunday 


more difficult to fulfill, despitel™ 


the efforts of many toy manu- 


facturers to convert to normal™ 
production as soon as one week@ 


after V-E Day. 

This Christmas also sees the 
revival after three years of the 
Toy Guidance Council. Restoring 
full service to membership made 
up of stores handling toy products 
and “participating wholesalers” 
who vote the selection of toys to 
be featured by members, the coun- 
cil has issued its annual Toy Year- 
book, promotional equipment, and 
other guidance publications. The 
council also is supplying advice 
to new and old toy manufacturers 
on current postwar problems in 
the field. 


‘Can’t Supply the Stuff’ 


According to Melvin Freud, 
president of the council, and 
founder of its predecessor, Famous 
Funn Family, Inc., in 1938, toy 
makers “just can’t supply the 
stuff” this year, and consequently 
are forced to run more institu- 
tional advertising than product 
copy. 

Mr. Freud explained the mush- 
room growth in the past few years 
of toy makers who are offering 
cheaper grade merchandise at 
high prices. The older firms, hesi- 
tating to lower their standards 


Looking Backward 
then 
FORWARD! 


This year, more than any other. 
we are happy to send you Seasons’ 
Greetings. And too, you have been 
tolerant, Mr. Dealer . . . tolerant 
to the extreme when we have been 
unable to satisfy your needs for 
the Gits line of molded plastic 
products. For this we thank you... 


sincerely. 


Wrapped up with these greetings is 
our promise to supply you (through 
the dependable jobbers) with the 
biggest line of lustrously colored, 


utility plastic items on the market 


in “46. Again, Mr. Dealer, thank 


you for your patience. | 


| 


Molde VES dion | 


4646 West Huron St., Chicago 44, ut. | 


Manufacturers of the famous Gits Flashlights, | 
Knives, Savings Banks, Games, Protect-o-shield, | 
etc. 
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ELECTRICAL COOK- 
ING — 47.3% MORE 
Inland Empire house- 


holds cook with elec- 
tricity than all of the 

2,047,919 families in 
New York's 5 bor- 
oughs. 


COMBINED DAILY CIRCULATION 


Advertising Representatives: Johan B. Woedward, Inc., New York, Chicago, Detroit, Los Angeles, San Francis: 


ce 


LUMBER FOR WAR 
of lumber to send a man overseas, 


\ according to the War Production 

, Board. At this rate, one year’s output 
|, of the Inland Empire’s 300 lumber 
he mills is enough to have provided for 
an army of 5 million. 


HENRY KAISER 


—Famous industrial- 
ist, once sold hardware in Spokane 

. ». came back to the Inland Empire 
in 1938 to help build Grand Coulee . 
Dam, “Mightiest War Weapon of the 

Nation.” which has already pro-~ 
duced over 15 billion kilowatt hours 


of electricity—supplied power to ~{f , 
produce the ATOMIC BOMB! igh! * 
at as 


! 
—It took 300 feet 


JOHN L. SULLIVAN 
was at the peak of 
his fame when the 
nation’s greatest sil- 
ver-lead mine start- 
ed producing; that's 
why it’s known as 
Bunker Hill & Sulli- 
van, still champion 
wealth producer in 
the fabulous Coeur 
d’Alenes. 


FERRYMAN SEATON 


find lucrative employment. 


_ THE SPoKEs 


MORNING 


Maine’s famous 


tourist traffic. 
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Coulee Dam has over 15 times the area o! 


Inland Empire’s strong cards for post-war 


SUNDAY 


—When construction of Grand Coule 
Dam was started in 1933, only an old pioneer named Sam Sex 
‘ton lived in the area where eventually half a million people wi 
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—Formed back of Grand 


Rangely lake—is one of the 
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placed b 
ew York. 
Company, Ney, 
or sets, “lye, 
toys, is Using 
milar grou, o; 
l as half pages 
| Sunday Croup 
s. Charle, w 
w York, is the 


the 


yrporation, New 
Albert Frank. 
*., is using half 
n the Sunday 


comic sections of 66 newspapers 
for Christmas lights and toys. 

Noma, one of the largest toy 
mokers to grow up during the 
war years, also uses Good House- 
k oping, Parents’ Magazine and 
juvenile publications, and_ spot 
ra 10. 

To Run Color Pages 


Tot Tested Toys Ltd. New 
York, through its newly-appointed 
agency, Cayton, Inc., is planning 
color pages in Toys & Novelties, 
Infunts’ & Childrens’ Wear and 


Playthings, and will introduce a 
new line of plastic toys in Hygeia, 
Parents’ Magazine and in news- 
papers. 

Lewyt Corporation, Brooklyn, 
is using extensive promotion for 
its juvenile educational furniture, 
one of the first consumer prod- 
ucts being a convertible black- 
board-desk for children aged three 
to nine. Moser & Cotins, New 
York, is in charge. 

Among the larger New York 
toy manufacturers with toys avail- 


able for the 1945 Christmas trade 


are Ideal Novelty & Toy Com- 
pany, Fisher-Price Toys, Inc., 
wooden action toys, Dowst Mfg. 
Company and Louis Marx & Co. 

Summing up the toy outlook 
for 1946, Mr. Freud told ApveEr- 
TISING AGE he expects stabiliza- 
tion of prices next year with 
many of the old prewar lines 
back on the market, and the rapid 
demise of many of the “war 
babies.” Superior type toys should 
evolve next year, he added, as 
many of the toy makers have 
learned special precision work 


|during the war years and many 


new kinds of materials suitable for 
toy production have been devel- 
oped. 


“WALL STREET JOURNAL’ 
FORECASTS XMAS SALES 
New York, Nov. 28.—Christmas 
shoppers “must take what they 
get and like it,” as there will be a 
scarcity of merchandise and 
shortage of help, according to a 
recent survey made by the Wall 
Street Journal in nine major shop- 
ping centers across the country. 


a 


TOPS IN FARMING—Inland 
Empire counties are included 
49 times in U. S. Dept. of Agri- — 
culture lists of 100 leading =——— 
counties in production of differ-===—= 
ent crops. ; 
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BLUEJACKETS—More than 300,000 sailors were trained at 
Farragut—356 miles from tidewater, on Lake Pend Oreille, 
one oj the 76 fresh water lakes within 50 miles of Spokane. 


ERIC JOHNSTON—4 times 
President of the U. S. 
Chamber of Commerce 
was space writer for The 
Spokesman-Review. 


eve 


LETTER FROM BING CROSBY* 


*Dated Feb. 9, 1938. 


d 
baghncig “- LEWIS B. SCHWELLENBACH, 
one of the Secretary of Labor, when in 
post-war his teens, carried a Spokane 


Chronicle route. 
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Scarce to non-existent merchan- 
dise will include stoves, refrigera- 
tors, radios, electric irons, toast- 
ers, roasters and washing ma- 
chines. Listed as extremely scarce 
are men’s suits, coats, shirts, 
shorts, women’s lingerie for $5 or 


less, nylon stockings, cameras, 
bicycles, tricycles, coaster wagons 
and electric’ trains. Furniture, 


hardware, and glassware may be 
found with luck, while toilet ar- 
ticles, costume jewelry, expensive 
handbags, women’s lingerie in the 
better grades and toys will be 
fairly plentiful. 


Houghton Replaces Fly 


as Muzak Chairman 

Harry E. Houghton, chief ad- 
ministrative officer of Associated 
Muzak Corporation, New York, 
has been elected chairman of the 
board, succeeding James L. Fly, 
former FCC chairman, who has 
resigned to devote his time to his 
law practice. 

C. H. Pfenniger, previously with 
E. H. Scott Radio Laboratories, 
and recently in the Marine Corps, 
has been named vice-president in 
charge of sales of Muzak. 


NO RUBBER CEMENT 
NO WAITING 
NO GUESSWORK 


E-Z Frisket comes to you prepared with 
the adhesive already on the back. You 
simply peel off the protective backing 
and it's ready for use. 


hat - E-Z Frisket is a 
Ww a ts: thin, extremely 
transparent plastic film coated with 
a special frisket adhesive. 


Hou tt works » ¥ easily re- 


move the pa- 
per backing that protects the ad- 
hesive. You place the frisket film 
over your drawing or photograph. 
It instantly and easily adheres to 
your working surface. You then cut 
your frisket in the regular way. 


E-Z Frisket is extremely strong, cuts 
easily, makes sharp hair-lines and 
doesn't curl at the edges. When you 
are finished you simply peel the film 
from the copy. There’s no cement 
or residue to remove and copy re- 
mains in perfect condition. 


Where to buy et: 


should stock E-Z Frisket. 
If he doesn’t —ask him about it 


Your lo- 
cal dealer 


your 
dealer 
today 


or order direct from 


ARTHUR BROWN & BRO. 


New York 18, N. . # a 
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| Baker Promotes Cook American Lady Appoints 
Bi ay Miss Sydney Cook, for 15 years American Lady Corset Com- 
4 ee in the media department of Baker| pany, Detroit, has appointed 
: Advertising Agency, Toronto, has} Dundes & Frank, Inc., New York 
been made space buyer. agency. 


“ 


e 9th in Gener 
bd Ath in Per Capita Income 


Eaton Names New 
Agency; Extensive 


‘46 Drive Planned 


Cleveland, Nov. 27.—Effecting a 
comprehensive “reconversion pro- 
gram” as regards advertising, Ea- 
ton Mfg. Company has appointed 
Florez, Phillips & Clark, Detroit, 
to handle company advertising as 
well as that of six of the firm’s 
seven divisions. 

Morgan Finley, advertising 
manager of Eaton Mfg. for many 
years, has resigned because of ill 
health and plans to reside in Flor- 
ida. He is succeeded by Hermon 
B. Peck, who has been associated 
with the company’s axle division. 

An extensive advertising cam- 
paign is being planned for the 
company, which for the past 35 
years has manufactured precision 
parts for the automotive, aviation 
and railroad industries. The new 
schedule, which will begin in 
January and continue through 
1946, is expected to use a long list 
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of general magazines, financial 
and trade publications and—rep- 
resenting a new advertising pol- 
icy by Eaton — newspapers in ]lo- 
calities where company plants are 
situated. 


Will Feature Research 


The Diesel engineering field, as 
well as the railroad field, will also 
be included in the ’46 ad campaign 
by Eaton. 

The company’s contributions to 
transportation through cooperative 
research with both customers and 
non-users of Eaton products will 
constitute the major theme around 
which promotion will be directed 
to industrial consumers. It is ex- 
pected, in addition, that the com- 
pany will use advertising to in- 
troduce to automobile and truck 
manufacturers several new prod- 
ucts, of which at least one is 
understood to promise a very de- 
cided effect on the service life of 
trucks and buses. 

Florez, Phillips & Clark will 
handle advertising for the home 
office, the Wilcox-Rich, Heater, 


Spring, Foundry, Axle and Si mp. 
ing divisions. _The Reliance gj_ 
vision, Massillon, O., will 20n- 
tinue with its present agency 


New Orleans Trade Mer; 
Group Buys Building 
Purchase for Internationa] ) jer. 
chandise Mart, Inc., New Or]: ans 
of the five-story Baldwin bui! ling 
at Camp and Common Sts., ha: 
just been announced by executive 
of the new organization. ; 
The merchandising center (AA 
Sept. 24) will function in op: 
junction with New Orleans’ [p. 
ternational House, the U. S. De. 
partment of Commerce and the 
foreign trade development repre. 
sentatives of large companies 
Showrooms and office space wij] 
be provided where sales can be 
completed on the spot. 


Malone Joins Sherman 


William A. Malone Jr., forme; 
advertising manager of the cos- 
metic division, American Home 
Products Corporation, New York 
has joined Sherman & Marquette 
in an executive capacity. 


A schedule in the 49 Ohio Select List markets 
reaches an audience that responds to advertising 
in the local daily as readily as products of the soil 
respond to sun and rain. Try this "home-grown" 
method—backing the local dealer with advertising 
in the local daily. One order is all that's needed 
for these 49 home dailies. 


WRITE FOR MARKET DATA BOOK 


On the 49 markets covered by newspapers of The 
Ohio Select List. Available without charge to ad- 
vertisers and agencies. 


JOHN W. CULLEN COMPANY 


Publishers’ Representative 


CHICAGO 
CLEVELAND 


NEW YORK 


COLUMBUS , 


Chemist determining color complex 
of the cellular structure of bread. 
The Colorimeter is used to determine 
color value of the finished product 
as well as the materials that go into it. 


How does your product help Bakers — 


improve quality or cut costs—or both? 


Because of its editorial program, based primarily on the activities of its 
experimental bakery and research laboratories, Bakers Weekly has naturally 
attracted a wide readership among bakers who constantly strive to improve 
the quality and increase the sale of their baked goods. These bakers, of 
course, are the principal buyers and users of materials and equipment. 


What Bakers Weekly specifically does to 
help meet the bakers’ needs 


(A copy tip for ad men) 
i b= bakers’ principal problems, like most 
{ 


nanufacturers’, are to improve quality, 
maintain uniformity, and increase eye appeal 
of their products. Bakers Weekly, through 
work in its Experimental Bakery, Research 
Laboratories and Engineering Department— 
often in conjunction with other bakery 
laboratories, has found answers to many pro- 
duction and merchandising problems. 

Now, with the urgent need to maintain 
high volume and the accompanying gradual 
release of materials needed for packaging 
and display, bakers are embarking on a re- 
tooling job of their sales and merchandising 
operations. They want to know about any 
product which will help cut costs, improve 
quality or increase the salability of their 
goods. They want to know all about it—how 
it works and what it can do for them. 

They read Bakers Weekly editorial pages 
for technical information that helps solve 
many of their problems. But they search the 
advertising pages seeking specific product in- 
formation that offers the possible answer to 
many other problems that only the manufac- 
turers. of ingredients, materials and equip- 
ment can help them solve! So that's probably 
why advertisers who talk to the Bakers 
Weekly readers in terms of their interests 
and needs get the most profitable results 
from their advertising messages. 


Practical bakery men, specialists in all tech- 
nical and scientific phases and in sales and 
merchandising, are available in our New York 
and Chicago offices to cooperate fully with 
any manufacturer or advertising agency inter- 
ested in selling to the Bakery Industry. 


The nation’s bakers do a business of 
nearly $2,000,000,000 a year 


And $750,000,000 goes for the purchase of 
ingredients, equipment and supplies annu- 
ally. Although the United States Census of 
Manufactures currently lists 18,000 com- 
mercial bakers, less than 10,000 account for 
more than 90% of the business. Here's the 
breakdown: 


The Large Combination Baking Companies, having two or 
more plants and buying centrally: There are 82 of these 
Combination C ies ,with a total of 804 plants, doing 


Pp 


about 33% of the total baking volume. 


The Independent Wholescle Bakers and Retail Bakers doing 
$50,000 or more: 3,616 of these bakers do a volume of 
business each year ranging from $50,000 to $400,000 
(in some cases running into millions). They account for 
about 48% of the total baking volume. 


The Progressive Retail Bakers, doing from $25,000 tv 
$50,000: About 6,000 progressive bakers in this classifi- 
cation account for approximately 10% of the total volume 
of baked goods. 

There remains a relatively large group, numerically, of 
the little neighborhood one-man shops, which, together, 
account for less than 10% of the bakery business. 


The 10,000 bakers in the first three groups 
above do more than 90% of the 2 Billion 
Dollar Bakery Volume. 


See Standard Rate & Data, Closs 9, Business Paper Sec- 
tion, for complete information on the Bakery Market. 
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U.S. Newspapers 
Will Aid Those 
Sans Newsprint 


(Continued from Page 1) 


nesota Editorial Association. W. G. 
Chandler, ANPA president, pre- 
sided at the conference, called by 
the ANPA special newsprint com- 
mittee, of which he is chairman. 

Mr. Chandler pointed out that 
éwe recognize that no formula of 
national application will operate 
with absolute equity. The function 
of this committee is not to recom- 
mend a program that makes for 
the survival of the fittest, but 
rather to find ways and means that 
all publishers may survive. 

“Estimates indicate that there 
is available for newspapers Over- 
all not more than 95% of the 
tonnage of the newsprint used in 
1941.” 


CUT INVENTORIES AGAIN, 
CPA TELLS PUBLISHERS 


Washington, Nov. 28.—Contin- 
ued stringency of the newsprint 
supply situation, pending receipt 
of new pulp at Canadian mills 
next spring, was reflected here 
today with an order from the 
Civilian Production Administra- 
tion requiring newspaper pub- 
lishers to reduce their inventories 
by five days, to the lowest point 
in history. 

The action was taken, CPA 
said, because U. S. publishers had 
over-ordered 30,000 tons of paper 
for December, which Canadian 
producers would not be able to 
deliver. 

Actually, the inventory situa- 
tion is even more serious than 
the CPA press release indicated, 
Col. J. Hale Steinman, chief of 
the printing and publishing divi- 
sion, told ADVERTISING AGE, be- 
cause Canadian mills have been 
instructed to reduce deliveries 
1742% below the orders received. 


Can’t Rebuild Inventories 


As a result, Col. Steinman said, 
many newspapers will not ob- 
tain sufficient paper to restore 
their inventories to the permissible 
level. Inventories had been drained 
during the past two months, fol- 
lowing a “one notch” relaxation 
of usage restrictions. 

Under the latest restriction, in- 
ventories are fixed at 25 days in 
the central and northeastern states 
and 45 days in the western and 
southern states, including paper 
on hand or in transit. Previously, 
the limits had been 30 and 50 
days, respectively. 

Col. Steinman said the full facts 
about the newsprint situation 
would be available to the indus- 
try advisory committee when it 
assembles here next Tuesday to 
formulate a final recommendation 
on the future of newsprint con- 
trol. 


Barr to Y&R, Hollywood 


Donald Barr, vice-president in 

charge of marketing of Birds Eye- 
Snider, Inc., New York, will be- 
come an executive in the Holly- 
wood office of Young & Rubicam, 
Inc., on Jan. 4. 
Mr. Barr has been with the 
Birds Eye division of General 
Foods Corporation since his ap- 
Pointment as advertising manager 
In 1934. He later became produc- 
hon manager of the company. 


> 
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Foreign Mail Rule Eased 


Former Post Office limitations 
on mailings of printed matter to 
14 European nations have been 
eased to permit mailings of up 
to four pounds, six ounces, hitherto 
effective on shipments to England, 
Russia and certain other nations. 
Those which previously have been 
affected by a one-pound limit and 
now take the higher limit are 


Belgium, Czechoslovakia, Den- 
mark, Finland, France, Greece, 
Luxembourg, Netherlands, Nor- 


way, Poland, Switzerland, Yugo- 
slavia, Albania and Hungary. 


Increases Trim Size 


Effective with the January, 
1946, issue, the trim size of Rail- 
way Purchases & Stores will be 
increased to 834x11%_ inches. 
Type page size will continue to 
be 7x10 inches. 


If you’ve been hearing rumors 
that (a) Foote, Cone & Belding is 
going to break up into small pieces, 
or (b) that Fax Cone is going to 
move from Chicago to New York, 
you can probably make some easy 
money by wagering that neither 
one is going to happen. As a mat- 
ter of fact, on the very day that 
one publication was reporting the 
“imminent break-up” of the 
agency, the three principals were 
jointly—and_ successfully—making 
a presentation to General Foods. 

* * & 


Former WPB Chairman J. A. 
Krug, who turned down $75,000 


from the motion picture industry 
and other handsome offers, is to 
open offices as a consulting engi- 
neer in New York shortly. The 
firm, Technical Associates, will 
specialize in industrial surveys 
and will probably include Dr. 
Lewis H. Marks, pharmaceutical 
and chemical expert now with 


Publicker Commercial Alcohol 
Company, Philadelphia. 
ob * * 


Release of the Curtis plans for 
Holiday wrote finis to some pretty 
complete blueprints for a travel 
magazine which had been reposing 
in the top drawer of One of the 
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country’s leading business paper 
publishers. There didn’t seem to 
be any point in bucking the 
Philadelphia giant in this field. 

* * * 


Watch for a formal joint denial 
by RCA and Woolworth of re- 
cently published rumors that the 
radio manufacturer would produce 
a $10 pocket set to be sold through 
the variety chain’s outlets. 


Noble & Swars Formed 


to Succeed Burn Firm 


Noble & Swars, Inc., has been 
formed at 7 W. 44th St., New 
York, with William Noble as 
president and M. Lawrence Swars, 
vice-president, to succeed Walter 
P. Burn & Associates, in research, 
sales and promotion counsel work. 
Both were with the Burn organ- 
ization. Mr. Burn has retired. 


INCREDIBLE 
RESULTS! 


“Highest Percentage of Response 
to a Mail Questionnaire in 


. al 
Our Experience... 


HE above statement from Frank R. 
Coutant, Managing Director of Fact 
Finders Associates, on a recent special oc- 
cupational classification study for The Wall 
Street Journal, is indeed significant. Their 
constant research work for 24 publishers 


of 32 publications and other organizations 


is the yardstick for this statement. 


The study was made by mailing a question- 
naire to every third name on The Wall 
Street Journal’s subscription galleys—a 
total of 17,872 subscrihers, of which 
14,339 responded. 


Any research director will confirm that 
80% return tops the average mail research 


The explanation of this amazing return is 
simply reader confidence and responsive- 
ness—the sum and substance of what this 
ONLY NATIONAL BUSINESS DAILY offers 
its advertisers— positive proof of intimate 
and sure contact with management. 


The result of Fact Finders’ study will am- 


plify the occupational classification of The 


\ ae 


Wall Street Journal’s circulation by com- 
pletely identifying 25% of it according to 
line of business, title and function. The full 
findings will be available soon. 


Is your advertising reaching management 


response by more than 60%! 
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Stock Exchange 
Maps $1,000,000 
1946 Campaign 


New York, Nov. 29.—The New 
York Stock Exchange, which be- 
gan its first consistent newspaper 
campaign last July and added 
Magazines in September, will 
spend about $1,000,000 on its ad- 
vertising in 1946. 

The program has been put on a 
calendar basis. Emil Schram, ex- 
change president, recently ex- 
plained (AA, Oct. 29) that “to 
re-shape opinions of large seg- 
ments of our population,” it should 
run three years or longer. 

At present the campaign is run- 
ning in 421 newspapers, 16 maga- 
zines, farm publications and busi- 
ness papers, and the lists are ex- 
pected to continue on about this 
basis. The exchange is in the 
early stages of planning a 20- 
minute motion picture on its op- 
erations. 

Eugene Lokey is vice-president 


|in charge of public relations, and 
Gardner Advertising Company, 
St. Louis and New York, handles 
| the account. 


Brown Returns to WORD 


Walter Brown, owner of WORD, 
Spartanburg, S. C., and personal 
“trouble-shooter” for Secretary of 
State James F. Byrnes for the 
past three years, is resigning to 
return to his radio business and 
other interests, the State Depart- 
ment announced last week. Mr. 
Brown had been associated with 
Secretary Byrnes previously at 
the Office of War Mobilization. 


Form New L. A. Agency, 
Klitten & Thomas 


Martin R. Klitten, former vice- 
president of the Shaw Company, 
Los Angeles agency, and Keith B. 
Thomas, who has conducted his 
own art studio, have formed Klit- 
ten & Thomes, Advertising, with 
offices at 756 S. Broadway, Los 
Angeles, 

Paul Pequignot, formerly with 
the War Manpower Commission, 
has joined the agency as*research 
director. 


FCC Promises 
Flood of New 
Station Grants 


Washington, Nov. 29.—Grant of 
licenses for approximately 50 new 
standard broadcast stations, and 
dozens of additional FM stations 
within the next few days, was 
promised in an FCC progress re- 
port today on the handling of 
hundreds of accumulated applica- 
tions for broadcast stations. 

First 13 of the new standard 
stations, all of them 250-watt local 
stations, were announced today, 
authorizing service for the first 
time for 11 communities in eight 
states. 

The commission has already ap- 
proved applications for 174 FM 
outlets in the seven weeks since 
the wartime constructions ban 
ended, and it is promising fur- 
ther action “from week to week” 
on an additional 522 FM applica- 
tions still being processed. 

New standard stations are to 
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Mr. E. N. Batchelor, President of 
and Savings Bank — ‘‘illinois’ most 


During 3 Years 
on WMBD 


Just a little less than three years ago, the 
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tors... 


Jefferson Trust 
modern bank." 


Jefferson Trust and Savings Bank be- 
gan their quarter-hour daily morning news program . . 


Immediate response resulted. Today, fully fifty percent more depositors regularly 
. a he . 

deposits have more than doubled. To handle the in- 

. extensive building | 


bank at the Jefferson Trust .. . 
crease, the bank finds it necessary to again enlarge its facilities . . 


expansion is now under way. 


Mr. Batchelor, President, says: “We make hundreds of investments to help expand | 
other businesses . . . but probably 


the best investment we 


made is the one for ourselves 


in WMBD. 


have 


Fifty Percent More Bank 


. to acquaint people in Peor-_ 
iarea with the benefits of this friendly, modern bank and to invite their patronage. | 


Be 


FREE & PETERS, INC. 
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go within the next week to com- 
munities where no stations are 
operating at present. In all, FCC 
has 463 applications for new 
standard stations and 211 applica- 
tions for changes in existing ones. 
Of the standard applications, 231 
have been designated for atten- 
tion at 61 local hearings sched- 
uled during the next four months. 
That leaves 443 which must be 
processed, including the 50 for 
new communities and 19 which 
must await completion of hear- 
ings on the breakdown of clear 
channels, 

FCC is expecting headaches 
with television applications, for 
there -are already more applicants 
than channels in 12 metropolitan 
areas. To meet this problem 80 
of the 142 pending applications 
must be submitted to “consoli- 
date hearings’ while the remain- 
ing 62 require only ordinary proc- 
essing. 

Conflict arises in the FM pic- 
ture, too, with 11 Boston appli- 
cants already scheduled for a 
“consolidate hearing.” 


White Rock Names Rieger 


John Rieger, assistant general 
sales manager of White Rock Cor- 
poration, New York, and pre- 
viously in a similar position with 
the Coca-Cola Bottling Company 
of New York, has been named 
general sales manager for White 
Rock’s sparkling water, ginger 
ale and other beverages. 


Hicks Joins Ferry-Hanly 


Lt. Col. Thomas Edward Hicks, 
released from the Marine Corps, 
and previously president of Per- 
sonal Products Corporation, Mill- 
town, N. Y., Johnson & Johnson 
subsidiary, has been elected an 
officer and director of Ferry- 
Hanly Company, New York, also 
buying stock in the agency. Mr. 
Hicks was at one time a vice- 
president and director of Johnson 
& Johnson. 


Lamb Adds Smith, 


Keen as Partners 


Philadelphia, Nov. 29.—Jame: g. 
Lamb, president of James G¢. 
Lamb Company, has announ:eq 
that the agency’s name will change 
Saturday to Lamb, Smith & Keen, 
Inc. Melville H. Smith, who has 
been co-director of the company’s 
service department, and Ken- 
nard G. Keen Jr., head of the 
creative staff, are the new prin- 
cipals. 

At the same time, the agency 
will move to enlarged offices at 
1616 Walnut St. Since 1942 its 
billings have nearly tripled, largely 
resulting from expansion of older 
accounts. Part of the increase has 
come from its appointment by 
Country Gentleman and by the 
Blakiston Company, scientific and 
medical book division of Double- 
day, Doran & Co. 

New staff members announced 
today include Dan Wettlin Jr, 
formerly head of his own Camden, 
N. J., agency, named account ex- 
ecutive; James G. Lamb Jr., re- 
turning in an executive capacity 
after four years in the Army, and 
Gregory Poole, previously with 
the Department of Agriculture in- 
formation office, who joins the 
creative staff. 


| 
| 


Veit Will Return 
‘to ‘'N. Y. Times’ 


| Ivan Veit, expected to be re- 
‘leased from the Navy early in 
| 1946, will return to his former 
| post as promotion director of the 
|New York Times. 

Harry B. Kerr, acting promo- 
_ tion director, has resigned to join 
the retail research firm of Rus- 
sell W. Allen Company, New 
York. Orville E. Dryfoos, assist- 
|ant to the publisher of the Times, 
| will supervise the promotion de- 
partment until Mr. Veit’s return. 
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Banks Map New 
Postwar Drives 
in Local Dailies 


(Continued from Page 1) 


no appreciable increase in time 
was indicated. Banks located in 
the larger centers will continue to 
use the airwaves to promote per- 
sonal checking accounts, safe de- 
posit vaults, etc., to the public. 

Speaking at the opening ses- 
sion Monday, J. Lewell Lafferty, 
vice-president of the Fort Worth 
National Bank, and president of 
the association, declared that 
banking is at a crossroad, and the 
direction it takes in the postwar 
period is very definitely up to the 
banks. “We must take’ stock and 
redouble vur efforts to develop 
public relations programs which 
will produce real results,” he re- 
marked. 

“Banking, because of its de- 
pendence on people, and its vul- 
nerability to mass opinion, must 
be fully cognizant of changes that 
will occur. It must plan to meet 
such changes by further defining 
sound policies and principles.” 


Hits Critical Politicos 


Hugh McGee, vice-president of 
Bankers Trust Company, New 
York, one of the three principal 
speakers at the convention, de- 
plored the effort of certain politi- 
cal leaders to depict the bank as 
unfair to the little business man. 

“Big business today was little 
business once, and the vast ma- 
jority of the 15,000 banks of the 
country are themselves still little 
business,” he said. 

“What are we afraid of?” he 
asked. “Whom are we afraid of? 
Why, after having passed through 
the slough of despond, are we un- 
willing to stand and tell our own 
story to our own 75,000,000 de- 
positors, and even to their rep- 
resentatives in the government? 

“There has been some _ loose 
talk to the effect that government 
has subsidizea our banks—that it 
created the war bond and pro- 
vided them for banks in order 
that the earnings of banks might 
be increased. I have always had 
the curious idea that war bonds 
were created to pay part of the 
necessary cost of the war, 

“Some of the bonds were ac- 
tually bought by the banks as 
allotted and _ specified by the 
Treasury Department. The rest 
owned by the banks were taken 
over from individuals and others 
who did not find it convenient to 
own or carry them. What would 
have been the result in war pro- 
duction and the war effort if the 
banks had not been willing to do | 
as they did?” | 


Praises Annual Reports 


Edwin B. Dooley, director of 
public information, General Foods 
Corporation, New York, de- 
Clared that considerable progress 
has been made in annual reports 
of corporations in recent years, 
Which has done more to build 
financial and stockholder good 
will than have any other media 
reaching this segment of the pub- 
lic directly. 

The annual report provides a| 
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splendid opportunity for certain 
businesses to show how they ren- 
der specific service to the nation 
by constantly producing better 
products and services at lower 
prices, through an efficiency that 
reconciles a low-cost policy with 
the payment of high wages and 
the creation of more jobs,” Mr. 
Dooley pointed out. 


Bank Improvements Shown 


Among the clinics at the con- 
vention that attracted considerable 
attention was one devoted to 
“Bank Quarters as a Public Re- 
lations Factor.” Because of in- 
creased business and lack of ade- 
quate space to conduct certain 
banking services, many banks are 
in the market for new and en- 
larged quarters. 

This clinic presented sketches 
and photographs of various banks 
throughout the country which in 
recent years have modernized their 
banking offices. It was the belief 
of many bankers that attractive, 
streamlined and _ well-arranged 
banking offices are as much a fac- 


tising, publicity and other means 
of attracting the public to banks. 

President-elect Dale Brown, Na- 
tional City Bank of Cleveland, in 
his inaugural address declared 
that there are four objectives for 
banks in the years ahead. He 
said they must continue to operate 
soundly, safely and _ profitably; 
they must by all appropriate 
means, see to it that the public 
understands more about the bank- 
ing business; seek to understand 
what is on the public mind about 
banking and financial economics, 
and seek to impress upon their 
business customers the increasing 
importance of distribution of goods. 

At the annual election of offi- 
cers, those named, in addition to 
Mr. Brown, included Swayne P. 
Goodenough, Lincoln Rochester 
Trust Company, Rochester, N. Y., 
first vice-president; Robert Lind- 
quist, American National Bank & 
Trust Company, Chicago, second 
vice-president; Allen Rawford, 
Bankers Trust Company, Detroit, 
third vice-president, and Fred W. 
Mathison, National Security Bank, 


tor in public relations as adver-/| Chicago, treasurer. 


Atlas Lends $150,000 


to Associated Network 


Atlas Corporation, New York 
investment company, has made a 
$150,000 loan to the Associated 
Broadcasting Corporation, na- 
tional network which began opera- 
tions in September and now lists 
22 stations. 

Atlas thereby receives an op- 
tion to apply that sum and more 
to the purchase of a “substantial 
majority” of stock interest in the 
network, according to Floyd B. 
Odlum, president of Atlas, and 
W. G. Henderson, vice-president 
of Associated. 


Gardner to Food Paper 


Stephen Gardner has resigned 
as eastern manager of Chemical 
Industries to become national ad- 
vertising manager of Super Mar- 
ket Merchandising, New York. 


Named Radio Director 


Sylvan Taplinger, recently east- 
ern production manager of the 
Armed Forces Radio Service, has 
been named radio director of 
Weiss & Geller, New York. 


75 
Floyd to Head Sales 
for Princeton Films 
Harry T. Floyd, formerly in 


charge of promotion for Johnson 
& Johnson, New Brunswick, N. J., 
has been appointed sales director 
for the Princeton Film Center, 
Princeton, N. J. Recently he was 
eastern manager of educational 
and industrial films for Walt Dis- 
ney Productions. Disney’s com- 
mercial department has just been 
discontinued. 

The Princeton Film Center has 
opened a New York office at 625 
Madison Ave., with Mr. Floyd in 
charge. 


Joins Franklin Brown 


John G. Knecht, formerly with 
Russell T. Gray, Inc., Chicago, has 
joined C. Franklin Brown & Co., 
core agency, as account execu- 
ive. 


Ceazan Moves Branch 


J. N. Ceazan Company, Los An- 
geles, wholesale distributor, plans 
to transfer its San Diego branch 
to a new, modernized Harbor 
Drive structure soon after Jan. 1. 
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Courtesy The New Yorker 


MEMO TO: Mr. Joel R. Fisher 
SUBJECT: Hemstitching Dept. 


We are lithographers. 

Before the war, we made displays, mostly. Some 
of the best displays displayed anywhere. (Come up 
and see all our Annual Awards; also complimentary 
correspondence from contented customers.) 

During the war, we made some of the damnedest 
things—from substitute sextants to fake field artillery. 
And now? Well, we don’t know. Sometimes the 
versatility around here scares us! 


But we also intend to make displays. 


Ar present we have problems, the worst of 


which is the shortage of skilled lithographic artists... 
But in our sample room recently was born one of our 
Very Best ideas—the Hemstitching Dep't. 

Most of our customers are mostly big time. They 
buy the best art. Plates come high. The preparation 
costs make small runs prohibitively expensive. 


There are thousands of fine firms we could not 
consider as prospects because their requirements are 


too limited . . . And here are thousands of subjects, 


used only once, ready to print again! 


For instance, we found a shot of a gorgeous girl 


fishing. The man’s shirt and hip boots she wore are 


not out of style. 


We found a painting of rainbow trout, painted by 


Einson-Freeman Co., 


one of the finest rainbow trout artists in the world. 

We took negatives of gorgeous girl and gorgeous 
fish, and made a display for fishing tackle that would 
knock your eye out. The tackle manufacturer could 
not possibly afford the job if he or we had to start 
from scratch . . .You get the idea? 

We have on hand full-color shots of professional 
models that are some of Hollywood’s haughtiest. 
And illustrations of hundreds of subjects, situations 
and products—all well done. We get a release from 


the original owner . . . and new displays become 


available to new advertisers. 


Note particularly—these subjects are ready to print! 


No more waiting for plate makers to catch up with 


themselves . . . We just run up something snappy in 


our Hemstitching Dep’t. 


One unexpected result is that many large 


advertisers have used this new service 


to save time 


and get displays fast. Negatives on hand mean early 


delivery instead of late promises! 


The Hemstitching Dep’t. is one more reason 


why we will continue in the display business, and 


influence more consumers than ever before. 


The Hemstitching Dep’t. may have a quick 


solution to an urgent problem, and can work fast. 


INC. + 


LIBERALLY ENDOWED LITHOGRAPHERS 


STARR AND BORDEN AVENUES, LONG ISLAND CITY 1, NEW YORK 
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NAM Damns U. S. 
‘Assumption’ of 
19,500,000 Jobless 


New York, Nov. 29.—Walter B. 
Weisenburger, executive  vice- 
president of National Association 
of Manufacturers, criticized this 
week a report by economists of 
the Office of War Mobilization and 
Reconversion, that manufacturers 
could increase wages by 24%, 
without an increase in prices, and 
still make as much profit in 1946 
as they did in 1942, and also the 
“assumption” in that report that 
“we will have 19,500,000 persons 
unemployed throughout all of 
1946.” 

Emphasizing that “such a stand- 
ard of (statistical) work . 
should not be tolerated in govern- 
ment,’ Mr. Weisenburger wrote 
in “NAM News” that “the study 
assumes that there will be 8,000,- 
000 unemployed from private in- 
dustry throughout all of 1946. 
It assumes that in addition there 


will be 10,000,000 persons released 
from the armed services by next 
Jan. 1, and all of these will re- 
main unemployed for the full 
year. It assumes that 1,500,000 
civilian employes of the War and 
Navy Departments will be dis- 
charged by Jan. 1, and all of 
these also will remain unemployed 
for the full year.” 


Profit Views ‘Shocking’ 


Mr. Weisenburger found 
“shocking . . . the fact that while 
these economists estimate what 
the profits of business were for 
1946 (their estimate is 17% above 
that of the Treasury), they find 
themselves unable to make an 
estimate for this year, which of 
course is crucial if one is to try 
to look ahead to next year. 

“Further, no consideration is 
given to the necessity of having 
increased productivity per man- 
hour if higher wages are to be 


paid without increasing prices,” 
nor to the “changed economic 
environment in the shift from 


war to peace production.” 
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TAMPA showed a greater percent- 
age gain in retail sales and service, 
September 1945 over September 
1939, than 180 out of 200 U. S. 


TAMPA shoved a pote. percent- , 
- age gain over the national average 
gain that 180 out of ‘200 U. a. 


Leading such cities as Atlanta, Bir- 
mingham, Los Angeles, San Fran- 
cisco, Hartford, Washington, Chi- 
Indianapolis, Kansas City, 
New York, New Orleans, Baltimore, 
Jersey 


Portland, Pittsburgh, re 


index 220.0: a — of 
(20%, over 1939. 


® National Index 128.0: gain of 
28%, over 1939. 


This information used by special peroienon of Sales 


The Tampa Daily Times is Tampa's 
afternoon newspaper—to sell in this 
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Continental Motors 
Shapes Ad Drives 


for New Products 


Muskegon, Mich., Nov. 29.— 
Continental Motors Corporation, 
for more than 40 years a major 
engine producer for many of the 
top manufacturers of transporta- 
tion, industrial, agricultural and 
oil industry equipment, will an- 
nounce two new products within 
the next few weeks, ADVERTISING 
AGE has learned. One of these is 
expected to find a big market in 
agricultural and related fields. 

Advertising schedules for both 
new products, it is understood, 
are in the early planning stages. 

Continental will shortly em- 
bark on a stepped-up promotion 
program for its several lines of 
engines, notably in the light plane 
field. The company recently an- 
nounced that, as a result of broad- 
ening its line in this direction, it 
has orders for more than 34,000 
power plants for delivery within 
the next year—a total which it 
estimates will account for about 
90% of all light plane engines to 
be produced in the next 12 
months. 

More than 50 national maga- 
zines and farm publications, news- 
papers and trade and foreign pub- 
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lications will carry the expanded 
schedule, placed through Wallace- 
Lindeman, Inc., Grand Rapids. 


Emphasizes Parts, Service 


Central theme of the aircraft 
engine series will be the wide- 
spread availability of Continental 
Red Seal engine parts and serv- 
ice, on which the small plane’s 
usefulness depends. Added em- 
phasis, as the series continues, 
will be placed on the superiority 
of Continental power plants in 
connection with encouraging com- 
panies using them to utilize this 
as a strong sales point. 

The company enters the post- 
war period with a backlog of or- 
ders in excess of $110,000,000 for 
delivery over the next two years. 
Its long-term outlook is best de- 
scribed by the varied nature of the 
company’s products and efforts of 
an aggressive management to 
establish a solid foundation for 
holding its position as the world’s 
largest independent engine builder. 


Now Lebhar-Friedman 


Chain Store Publishing Corpo- 
ration, New York, publisher of the 
Chain Store Age magazines, has 
changed its name to Lebhar- 
Friedman Publications, Inc. There 
is no change in ownership or 
management, the new name being 
adopted because of additional 
publications. 


J. W. STURDIVANT 
Stamford, Conn., Nov. 27.— 
W. Sturdivant, 75, vice-pres 
and contract executive of EF) w; 
Wasey & Co., New York, died 
25 at his home here after a; 
ness of several months. 
Joining Erwin, Wasey in 
cago in 1918, Mr. Sturdivant 
to New York when offices 
opened in 1929. Previous], 
operated his own agency and 
a partner in the Will H. Dilg 
Agency. His son, William 0. 
Sturdivant, is display advertising 
manager of the Memphis Com- 
mercial Appeal. 


ESTES P. TAYLOR 
Downers Grove, Ill., Nov. 27.— 
Services for Estes P. Taylor, 66, 
editor and publisher of Agricil- 
tural Leaders’ Digest, Chicago, 
were held here yesterday. He died 
Friday at Wesley Memorial Hos- 
pital. 
Mr. Taylor was a former mem- 
ber of the American Farm Bu- 
reau Federation and early in his 
career became identified with the 
agricultural colleges of the uni- 
versities of Illinois, Kentucky, 
Idaho, Arizona and Colorado. 


Keller Joins OAI 


Ralph Keller, formerly with 
Zimmer-Keller, Inc., Detroit, has 
joined the Detroit sales staff of 
Outdoor Advertising Incorporated. 
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President & Publisher > NEW YORK POST «© Editor & General Manager 
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General Motors 


Cancels $7,000,000 
in Advertising 


(Continued from Page 1) 
sight—so why should Chevrolet, 
Pontiac, Oldsmobile, Buick, Cadil- 
lac and General Motors Truck & 
Coach each spend great sums to 
advertise what the current strike 
prevents them from manufactur- 
ing? 

Future Plans Uncertain 


ADVERTISING AGE’s source for 
this information would not ven- 
ture to predict how divisional ad- 
vertising plans would be affected 
beyond next April 1 should the 
strike stretch into the weeks and 
months ahead, but it is fairly ap- 
parent that the longer it takes to 
settle this “wage showdown” the 
more distant is the resumption of 
product advertising by the various 
GM components. 

Affected by the action are all 
mass media—magazines, news- 
papers, radio and outdoor boards. 
It is estimated that more than 
$7,000,000 worth of advertising 
will thus be cut off. Frigidaire 
and other divisions not struck are 
expected to continue ad sched- 
ules. 

Through what other avenues ad- 
vertising will be brought into con- 
tact with this huge strike—in- 


volving approximately 300,000 
wage earners and well over 100 
General Motors factories from 


Southgate, Cal., to Linden, N. J.— 
still remains to be seen. How- 
ever, it is understood here that 
production by the farm equip- 
ment industry is already seriously 
curtailed insofar as tractors are 
concerned (almost every farm and 
industrial tractor manufactured in 
the U. S. uses some parts pro- 
duced by General Motors). 


Early Shutdowns Seen 


Some tractor companies, still in 
production with parts they piled 
up in stock “banks” prior to the 
GM strike, probably cannot con- 
tinue more than another week 
or two. Among them are Inter- 
national Harvester Company, Al- 
lis-Chalmers Mfg. Company, Min- 
neapolis-Moline Power Implement 
Company and Massey-Harris Com- 
pany. 

In addition to being affected 
in tractor production, Interna- 
tional Harvester is expected to be 
forced also to curtail output sched- 
ules in its motor truck division, 
since it purchases about the same 
equipment from General Motors 
for both of these products. 


Early Settlement Unlikely 


The strike, into which govern- 
ment agencies have lately entered 
with, presumably, President Tru- 
man’s approval (he previously in- 
dicated a “hands off” policy), 
seems even further from a solu- 
tion than outright pessimists pre- 
dicted when it began Nov. 21. The 
controversy dates from four days 
after V-J Day, when the UAW 
filed with GM a demand for a 
30°> wage increase. 

General Motors’ statement 
earlier this week turning down 


product that fits 
te 2 


See Bakers Weekly's 
“Aditorial" on page 72 
this issue, 
Advertising Age 


the UAW request for resumption 
of negotiations, referring to the 
union’s “unreasonable wage de- 
mands” and the prevailing “situa- 
tion of lawlessness;” the fact that 
UAW officials up to now have 
given no indication that they 
might be willing to recede from 
their wage demand position, and 
the fact that strong govern- 
mental hand is absent from the 
picture both here and in Wash- 
ington, many observers believe, 
all serve to point to a “workless 
winter” for General Motors divi- 
sions and their striking employes. 

A slim glimmer of hope ap- 
peared when C. E. Wilson, presi- 
dent of General Motors, disclosed 
that the company had consented 
to discuss the strike and possible 
“peace terms” with Secretary of 
Labor Schwellenbach. He told re- 
porters that he cannot go to Wash- 
ington until late next week but 
that Vice-President Harry W. An- 
derson would act as his spokes- 
man. The conference will be held 
Tuesday. 

Mr. Wilson said the union would 
not be represented when GM 


presents its case to the Labor De- 
partmen*. He said he suggested 
to U. S. Conciliation Service offi- 
cials that Detroit would be the 
“proper place” for such a con- 
ference. However, Mr. Wilson re- 
iterated the company’s previous 
stand that if negotiations are to 
be reopened with the UAW, the 
next step “must be a withdrawal 
by the union of its firm demand 
for a 30% wage increase—and no 
less.” 


UNVEIL NEW MERCURY 
IN MID-DECEMBER 

Detroit, Nov. 29.—The new 1946 
Mercury automobile will be placed 
on display nationally Dec. 14, and 
the Lincoln early in January, 
Ford Motor Company announced 
today after a series of conferences 
between Henry Ford II, president, 
J. R. Davis, director of sales and 
advertising, and the firm’s five 
regional managers. 

T. W. Skinner, Lincoln general 
manager, said new models are 
being shipped daily to branches, 
where dealers will attend pre- 
showings within the next month. 


Lincoln output is increasing stead- 
ily and should reach a volume of 
100 cars a day shortly after Jan. 1, 
he promised. 

Meanwhile, Joseph W. Frazer, 
president of Kaiser-Frazer Cor- 
poration and Graham - Paige 
Motors, announced that production 
of Kaiser and Frazer autos is 
running so far ahead of schedule 
that they will be shown to the 
public as early as January. Show- 
ings will be held in major cities 
throughout the nation, with sales 
to be handled by approximately 
210 distributors and 3,800 dealers. 

Assembly lines at Willow Run, 
where the two newcomers to the 
field are to be produced, will be 
geared to turn out 1,500 cars daily 
by next summer, Mr. Frazer de- 
clared. 


PAA Changes Committee 


The War Activities Committee 
of the Pacific Advertising Asso- 
ciation, San Francisco, will be 
succeeded by the Public Activities 
Committee as of Dec. 8, it Was 
decided recently at a board meet- 
ing in Spokane, Wash. 


17 
Newhouse Buys Share 


in ‘Jersey Journal’ 


Samuel I. Newhouse has ac- 
quired a “considerable” part of 
the 50% interest of Walter M. 
Dear in the Jersey Journal, Jersey 
City, N. J. Mr. Dear, a former 
president of American Newspaper 
Publishers Association, is general 
manager and treasurer of the 
newspaper, the other half of 
which is owned by Joseph A. 
Dear, president and editor. 

Mr. Newhouse owns the New- 
ark Star-Ledger, Staten Island 
Advance, Long Island Daily Press, 
Long Island Star-Journal and the 
Syracuse Herald-Journal and 
Post-Standard. 


Essex Transfer Jules 


H, A. Jules, sales representa- 
tive of R-B-M Mfg. division of 
Essex Wire Corporation, with 
headquarters in Logansport, Ind., 
has been transferred to the New- 
ark, N. J., office, 457 Frelinghuysen 
Ave. He will cover the eastern 
seaboard from Boston to Balti- 
more, including southern New 
York state and eastern Pennsyl- 
vania. 


oe 


“They say they want the space buyer to sign for it, personally!” 


Chances are, it’s entirely unnecessary for you to have a reminder around 
that Solid Cincinnati reads The Enquirer. Just pick up a copy occasion- 
ally. See for yourself what a modern, streamlined newspaper it is. On 
its toes. Never complacent. Constantly surveying itself. Constantly 
adding to its stable of top-flight features. Crisply edited for easy 
reading. And speaking of reading—The Enquirer has had the largest 
circulation gain of any Cincinnati newspaper in the past 10 years. A 
solid gain. For The Enquirer appeals to, influences SOLID Cincinnati. 


The Cincinnati Enquirer is represented by Paul Block and Associates 
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They Said It Couldn’t Be Done — And It Couldn't! ...........0......0.2.....2.2... Durez Plastics & Chemicals, Inc. 28 


Addi Vars Co. 
| Even a couple of elephants couldn't break*the bond of Durez 12688, which nee oe 


| is pretty good going for a room-temperature resin. 


Have You Heard About Our “‘Glass Knees’? ........ EE SOE Ss a ee oe ree Corning Glass Works 49 


5 : . : . Batten, Barton, Durstine & Osborn, Inc. 
Chemical apparatus needs to be as complicated as it looks, and infinitely . 


more flexible; this glass ball and socket joint does the trick. 
What Can A Bank Lend Besides Money? 


Business counsel and advice are borrowed as regularly as dollars and cents, 
and no interest charged. 


SO Ce ee rE eee ee oe oe Bank of Manhattan Company 90 
Kenyon & Eckhardt, Inc. 


SS ee a a ee The Upjohn Company 98 


3 : : F sh William Douglas McAdams Advertisin 
Life begins at 65 today, thanks to a new medical science called geriatrics; ben ts oe 


there will be three times as many oldsters to enjoy it in 1980. 


There’s Gold In Them Thar ;806*;48 ...................... PEPE eee PEON Ee bY Felt & Tarrant Mfg. Co. 197 


| ab N. W. Ayer & Son, Inc. 
Where Captain Kidd used figures to conceal, Management uses them to ee 


reveal hidden treasure. 


Passport Of A Distinguished Scotch Friend .......... Eetawts PEYEETC Oe eS Pree eee Canada Dry Ginger Ale, Inc. 228 


Johnnie Walker has been travelling around since 1820; sooner or later he'll +o 


get back to all the best places. 


| 3 Stories — 40,000 Feet High! ................ 


The lighter the alloys that make up the products of tomorrow, the heavier the 
traffic the stratosphere will bear. 


EE ey Te Se .......Bohn Aluminum & Brass Corporation 255 
Zimmer-Keller, Inc. 


Has Your Own Self-Interest Ever Talked To You About Agriculture? ....................00005. Harry Ferguson, Inc. 273 


The farm is Industry's indispensable supplier and largest single market — all te ths amen 


business problems are finally soluble in the soil. 


> These provocative advertising headlines from the current issue of FORTUNE explain, 
in a way, why FORTUNE has the best read advertising pages in U. S. publishing. An- 
other reason is that most of FORTUNE’s readers make their management reputations not 
only as good salesmen, but as wise buyers. And for any corporate buyer, the advertis- 
ing in FORTUNE is monthly required reading. 


FORTUNE — THE MAGAZINE OF MANAGEMENT — IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT 
MEN. 85 °%/, of FORTUNE's 188,000 subscribers are management men — and survey after survey shows that advertising in FORTUNE 
reaches management more certainly, more effectively, and more economically than in any other magazine. 
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CELEBRATION—This cake-cutting commemorated the start of the eighth year 
of George Rector's association with Wilson & Co., Chicago packer, as food 
consultant. With Mr. Rector are Don Smith, left, Wilson ad manager, an 

J. C. Ewell, president, United States Advertising Co. ; 


Ranke TiroRD 


™ che Shterican —Poralilubicr Sse ISSO ; 
bed ; 


SYMBOLIC—The Iwo Jima flag-raising 
was the inspiration for this Park & Til- 
ford advertisement showing a grouping 
of contemporary Americans and tradi- 
tional figures in the Victory Loan drive. 
The copy was released to 40 newspa- 
pers through Charles M. Storm Co., 
New York. 
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KELLOGG PLANNERS—Putting the finishing touches on plans for Kellogg Co.'s 

presentation, "Session for Schoolebrities," aimed at the teen-age market, are, 

left to right: Winefred Loggans of Kellogg; Jane Moody, teen-age buyer of 

Herpolsheimer's department store, Grand Rapids; Lenny Waddell, charter mem- 

ber of the high school fashion board, and Shirley Wolfson, representing Kenyon 
& Eckhardt, Kellogg agency. (Story on Page 22.) 


BEFORE AND AFTER—Model Glendora 
Donaldson demonstrates the difference 
between a pile of raw potatoes and the 
new anhydrous riced potatoes, invented 
by Clarence Birdseye of frosted food 


25 TO | BET—Honoring Harry A. Holloway, assistant secretary and paymaster 
of BBDO, New York, as he completes 50 years’ service with the agency are 


Frank J. Mahoney, vice-president; F. R. Feland, treasurer; Mr. Holloway, and 
Bruce Barton, president. Mr. Feland has had a standing bet 25 to | that Mr. 
Holloway will never make an error, and so far he hasn't after preparing some 


fame. The new foods, to be produced 
and distributed by American Home 
Foods, will be on the market in early 


$58,000,000 in payrolls. 1946. 


TOGETHER—Some of the officers and directors of the Association of National Advertisers took time to sit for a picture 
electio ns at the annual meeting Nov. 20 in New York. Seated, left to right, are: T. H. Young, U. S. Rubber Co., new 
: shairmain; Paul S. Ellison, Sylvania Electric Products, Inc., new chairman; William C. Connolly, S. C. Johnson & Son, 
= vice-chairman, and Charles C. Carr, Aluminum Company of America, retiring chairman. Standing, left to right: E. T. 
nelder, secretary, Paul B. West, president of ANA, and the following directors: D. B. Stetler, Standard Brands, Inc.; 
Ennis, America Fore Insurance and Indemnity Group; J. F. Apsey Jr., Black & Decker Mfg. Co.; D. H. Odell, General 
‘otors ‘Corp.; Ralph Winslow, Koppers Co.; W. B. Potter, Eastman Kodak Co., and H. J. Henry, Johnson & Johnson. 


SEND-OFF—William A. Blees, who has resigned as vice-president in charge of 
Young & Rubicam's western division to become vice-president of Consolidated- 
Vultee Aircraft, was given a party by members of the Y&R Hollywood office. 
Seated, left. are Elliot E. Potter, Mr. Blees and Glenhall Taylor. Standing, are 
Bruce Eels, Carl Moritz, Jack Sayers, Fred Chase, Terry Hayward, David Van De 
Walker, Walter Bunker, Carroll Omeara, Charles Lasher, Ned Tollinger, Bernie 
Smith and (seated at right) Rupert Lucas, Chet Brouwer and Milt Samuel. 


OPENS PAINT CENTER—The Higbee Co., Cleveland department store, recently 

opened this paint and wall paper service center, designed in cooperation with 

Sherwin-Williams Co. It features open display counters with finishes and colors 

conveniently grouped, wide aisles for smooth distribution of traffic, and display 
space for brushes, paint remover and other tie-in items. 


‘THE SPIRIT OF ‘'46'—Hercules Powder Co., Wilmington, Del., is offering 

industry its 1946 calendar painting, which conveys the spirit of peace, de- 

mobilization and reconversion. The painting, by the late N. C. Wyeth, recalls 
the famous Revolutionary war painting, "The Spirit of '76." 
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ARIZONA AL $Ez: 


Phoenix is shore one big round- 
up of shoppin’ hombres millin’ 
around in store corrals! What 
with th’ reg’lar settlers and th’ 
dude visitors tryin’ to rope the 
same fixin’s at the same time, 
it’s durn danger’us to get mixed 
up in th’ stamnede. Doggone! 
What a gold mine this town be 
fer mavericks with sumthin 
to sell! Come on in, podner! 
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Right in the front yard of Phoenix 
are concentrated 214,000* people 
—one-third of Arizona’s total 
population—making this thriving, 
bustling community the logical 
year ’round spending spot for 
millions of shopping dollars. 


But during November, December, 
January, February, March and 
April—when Phoenix plays host 
to sun-worshipers from all over 
the nation—this area feels the full 
impact of a visitor spending spree 


. we SS 


oe ee 


that rivals resident buying volume. 
Here, indeed, is a bonus market— 
in itself worth an advertising 
schedule—that offers Republic 
and Gazette advertisers a rare 
opportunity for additional profit 
in this rich, able-to-buy territory. 


If you’re passing up this chance to 
sell a double market at a single 
combined advertising cost, you’re 
missing one of the best merchan- 
dising bets in America today. 
Why not do something about it? 


0 *J. Walter Thompson Co., Metropolitan Designation, 


Based Upon Fourth Ration Book Count. 


LIC ad GALETTE 


BOB HALL, National Advertising Manager 


Represented by Williams, Lawrence & Cresmer Co. 
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